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The E f f e c t s  o f  L o w -N utr it ion , P r o - N u t r i t i o n ,  and Non-Food Commercials 
on th e  E a ting  Behavior o f  C h ild ren
D ire c to r :  D. B a lfou r  J e f f r e y ,  Ph.D.
C h i ld r e n 's  t e l e v i s i o n  has r e c e n t ly  come under f i r e  f o r  th e  adver­
t is e m en t  o f  foods h ig h  in  sugar and low in  n u t r i t i o n .  However, much o f 
th e  e x i s t i n g  r e s e a r c h  i s  c o r r e l a t i o n a l  o r  r e l i e s  on q u e s t io n n a i r e  d a ta ,  
w ith  th e  obvious c o m p lica t io n s  o f  s e l f - r e p o r t .  L i t t l e  has y e t  been 
g a rn e red  on th e  e x te n t  to  which commercials a f f e c t  a c tu a l  b eh av io r .
A lso , th e r e  i s  l i t t l e  r e s e a r c h  as y e t  on th e  e f f e c t s  o f  p r o - n u t r i t i o n a l  
a d v e r t i s i n g .  The purpose o f  t h i s  s tudy  was t o  p ro v id e  e x p e r im en ta l  d a ta  
on th e  r o l e  o f  c h i l d r e n ' s  t e l e v i s i o n  a d v e r t i s i n g  in  food consumption, 
t o  p rov ide  b e h a v io ra l  as w e ll  as s e l f - r e p o r t  m easures o f  ex p er im en ta l  
e f f e c t s ,  and, in  a d d i t io n ,  to  look a t  th e  e f f e c t  o f  p r o - n u t r i t i o n a l  
a d v e r t i s i n g .
C h ild ren  ages fo u r  and f i v e  from p re sch o o l  programs in  M issou la , 
Montana were randomly a s s ig n e d  to  one o f  t h r e e  t re a tm e n t  g roups . They 
were s u b je c te d  to  a 12-minute segment o f  t y p i c a l  S a tu rday  morning t e l e ­
v i s i o n  programming which was e d i te d  t o  c o n ta in  s i x  com m ercials , v a r ie d  
f o r  th e  th re e  e x p e r im en ta l  c o n d i t io n s .  Group 1 saw s i x  commercials fo r  
l o w - n u t r i t i o n ,  h igh  c a l o r i e  fo o d s ,  Group I I  saw s ix  commercials f o r  p ro -  
n u t r i t i o n a l  fo o d s ,  and Group I I I  saw s i x  commercials fo r  to y s .  Dependent 
measures c o n s i s te d  o f  a b e h a v io ra l  e a t in g  t e s t  — a t r a y  w ith  e q u a l­
s iz e d  p o r t io n s  o f  low and p r o - n u t r i t i o n a l  foods and beverages  — and an 
e v a lu a t iv e  L ik e r t - ty p e  s c a le  on which foods and beverages  from th e  t a s t e  
t e s t  could  be r a t e d .  T a s te  t e s t  and food e v a lu a t iv e  s c a le  were adm in is­
t e r e d  one week p r i o r  t o ,  and im m ediate ly  fo l lo w in g ,  th e  ex p er im en ta l  
m a n ip u la t io n .
Analyses o f  v a r ia n c e  w ith  re p e a te d  m easures, as w e ll  as o th e r  
s t a t i s t i c a l  an a ly se s  were conducted . S ig n i f i c a n t  p r e -  t o  p o s t - t e s t  
changes were found. Analyses of p r e -  t o  p o s t - t e s t  changes by group 
re v e a le d  th a t  changes were s i g n i f i c a n t  f o r  th e  l o w - n u t r i t io n  c o n d i t io n  
bu t not fo r  p r o - n u t r i t i o n a l  or non-food g roups . S i g n i f i c a n t  between 
group and i n t e r a c t i o n  e f f e c t s  were not found. P o s t - t e s t  in te rv ie w  
d a ta  sugges ted  an impact on food a t t i t u d e s  p r im a r i ly  f o r  th e  low- 
n u t r i t i o n a l  group .
This  s tudy  was th e  f i r s t  ex p e r im en ta l  i n v e s t i g a t i o n  t o  in c lu d e  
bo th  b e h a v io ra l  and s e l f - r e p o r t  c o g n i t iv e  measures on th e  e f f e c t s  o f  
t e l e v i s i o n  food a d v e r t i s i n g  on c h i l d r e n ' s  e a t in g  h a b i t s .  The r e s u l t s  
su g g es ted  an e f f e c t  f o r  l o w - n u t r i t i o n a l  ads but none f o r  p r o - n u t r i t i o n a l  
o r  to y  ad s .  M ethodolog ica l re f in e m e n ts  f o r  f u tu r e  r e s e a r c h  a re  sugges ted  
and p re l im in a ry  p u b l ic  p o l ic y  i s s u e s  a re  r a i s e d .
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CHAPTER I
INTRODUCTION
The e a t in g  h a b i t s  o f  Americans in  th e  1960 's  and 1970 's  have been 
an in c re a s in g  source  of- i n t e r e s t  and concern , d is cu s sed  in  th e  popu la r  
p r e s s ,  s tu d ie d  by th e  U. S. Senate  (U; S. Senate  S e le c t  Committee on 
N u t r i t i o n  and Human Needs, 1977), and th e  to p i c  of much r e s e a r c h  
(Mayer, 1968; F e d e ra t io n  o f  American S o c ie t i e s  fo r  Experim enta l 
B io logy , 1976; Mauro & F e in s ,  1977; N iz e l ,  1974; N avia, 1973; e t c . ) .
In  America and o th e r  a f f l u e n t  s o c i e t i e s  i t  i s  becoming apparen t t h a t  
th e r e  i s  a co n n ec tio n  between overconsum ption of f o o d s tu f f s  and th e  
o ccu rrence  o f  many ch ro n ic  d e g e n e ra t iv e  d i s e a s e s .  The American d i e t ,  
r i c h  in  c h o l e s t e r o l ,  s a tu r a t e d  f a t ,  c a l o r i e s ,  sugar and s a l t ,  has been 
a s s o c ia te d  w ith  a r t e r e o s c l e r o s i s  and co ronary  h e a r t  d i s e a s e ,  s t r o k e ,  
h y p e r te n s io n ,  o b e s i t y ,  d i a b e t e s ,  g a l l s t o n e s ,  and cancer o f  th e  co lon  
and b r e a s t  (Connor, 1977, U. S. Senate  S e le c t  Committee on N u t r i t i o n  
and Human Needs, 1977).
Much c r i t i c i s m  has r e c e n t l y  been le v e le d  a t  t e l e v i s i o n ,  s p e c i f i ­
c a l l y  t e l e v i s i o n  a d v e r t i s i n g ,  as a prim ary  source  o f  le a rn in g  and 
in f lu e n c e  o f  food p re fe re n c e s  and e a t in g  h a b i t s .  C r i t i c s  p o in t  out 
th e  heavy c o n c e n t r a t io n  o f  a d v e r t i s in g  t h a t  i s  n e g a t iv e ly  r e l a t e d  to  
h e a l th  (Masover & S tam le r ,  1977; Manoff, 1972), much o f  which i s  
beamed a t  a c h i ld  audience  which i s  p a r t i c u l a r l y  na ive  about n u t r i t i o n
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and s u s c e p t ib le  to  a t te m p ts  a t  h a b i t - s h a p in g  (Choate, 1976; Mauro 6 
F e in s ,  1977; Ferguson, 1975; Sharaga , 1974). The o b s e r v a t io n a l  l e a r n ­
ing model o f  a c q u i s i t i o n  o f  b ehav io r  (Bandura, 1971) would appear to  
g ive  t h e o r e t i c a l  and ex p er im en ta l  c redence  t o  t e l e v i s i o n  modeling as 
an im portan t v a r i a b l e .
However, d e s p i t e  c rescendo ing  o u t c r i e s  from v a r io u s  s e c t o r s ,  
l i t t l e  m e th o d o lo g ic a l ly  sound, ex p er im en ta l  d a ta  e x i s t s  t o  c l a r i f y  
the  c o n n ec tio n s  between t e l e v i s i o n  viewing and e a t in g  behav io r 
(R o b e r ts ,  in  p r e s s ;  R y c h ta r ik ,  K n iv i l l a ,  J e f f r e y ,  1978; N a t io n a l  
Science Foundation , 1977). This  s tudy  w i l l  a ttem pt t o  p ro v id e  such 
d a ta  by e x p e r im e n ta l ly  m an ip u la tin g  exposure t o  t e l e v i s i o n  a d v e r t i s i n g .
E a ting  H ab its  and T h e ir  Consequences—O besity  and Major H ea lth  Problems
The d a i ly  d i e t  o f  people  in  th e  U. S. has changed d r a s t i c a l l y  in  
th e  l a s t  40 y e a r s .  America has gone from -a th re e -m e a l - a -d a y ,  m eat- 
a n d -p o ta to e s  menu, to  one o f  f a s t  foods a t  ch a in  r e s t a u r a n t s  and i n -  
between snacking  and n ib b l in g .  For in s t a n c e ,  from 1962 t o  1968, our 
consumption o f  cake as a snack food in c re a s e d  by 70 p e r c e n t ,  snacking  
o f cook ies  was up 40 p e rc e n t ;  c u r l s ,  ch ip s  and n u ts  was up 63.2 p e rc en t  
and c h o c la te  candy was up 46 .5  p e rc e n t .  Per c a p i t a  consumption o f 
cook ies  in c re a s e d  from 1.72 pounds t o  11.92 pounds per y e a r  and o f  
candy from 2.15 pounds to  17.54 pounds p e r  y ea r  (Navia, 1973). The 
U. S . Sena te  S e le c t  Committee on N u t r i t i o n  and Human Needs (1977) 
r e p o r t s  t h a t  consumption o f  f a t  ro se  from 125 grams per  pe rson  per  day 
in  1900 to  156 grams per  pe rson  per day in  1973, an in c re a s e  which i s
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e q u iv a le n t  to  about tw o -a n d -a -h a l f  ta b le sp o o n s  of b u t t e r  o r  m argarine  
a day or about 24 pounds a y e a r .  A lso , p e r  c a p i t a  consumption o f 
r e f in e d  sugar in c re a s e d  from 76.4 pounds p e r  y ear  in  1909 to  101.5 
pounds a y ea r  in  1971, th e  bu lk  of which was consumed in  sweetened 
s o f t  d r in k s .
The most obvious r e s u l t  o f  th e  d i e t a r y  p r a c t i c e s  o f  Americans 
i s  o b e s i ty  and overweight'*'. Over 70 m i l l i o n  Americans a re  overw eight 
and t h a t  number in c r e a s e s  y e a r ly  ( J e f f r e y  and Katz, 1977; S tunkard ,
1976; S tu a r t  and D avis, 1972). In  a d d i t io n ,  about 25 p e rc en t  o f  
A m erica 's  c h i ld r e n  a re  overw eight and about 80 p e rc en t  o f  them grow up 
to  become obese a d u l t s  (C o l l ip p ,  1972; Mayer, 1968). A lso , c h i ld r e n  
and s ib l i n g s  of overw eight pe rsons  a re  l i k e l y  t o  become overweight 
(Eden, 1975). The p ro p o r t io n  o f  obese people  appears  t o  be h ig h e r  now 
th a n  i t  ever has been ( J e f f r e y ,  1977).
A number o f  f a c t o r s  have been p o s tu la t e d  as c o n t r ib u to r s  to  
o b e s i t y ,  from g e n e t i c  or m e tab o lic  d is tu rb a n c e s  (Johnson, Burke and 
Mayer, 1956, 1968; Grossman, 1960) t o  p sy c h o lo g ic a l  f a c t o r s  ( le a rn e d  
h a b i t s ,  coping w ith  v a r io u s  em otions , e t c . )  (S c h a c te r ,  1977; S tu a r t  & 
Davis, 1972).
■*The term  "overw eigh t"  i s  used to  denote  body weight t h a t  i s  
above s t a t i s t i c a l  norms fo r  people  o f  th e  same age, sex , h e ig h t  and body 
b u i ld .  The term  "obese"  r e f e r s  to  an excess  o f  f a t  c o n te n t ,  ad ipose  
• t i s s u e ,  in  th e  body. O besity  depends on how much f a t  co n ten t  i s  c a r r i e d  
r a t h e r  th an  a c tu a l  w e ig h t.  One can , in  f a c t ,  be overw eight (weighing 
more th an  th e  average  f o r  o n e 's  sex , age, and h e ig h t )  but not obese; 
and, one can be obese ( c a r ry in g  an e x ce s s iv e  amount of f a t  in  th e  c e l l s )  
w ithou t being  o v erw eigh t.  While i t  i s  im portan t to  make a d i s t i n c t i o n  
between th e  two te rm s , a person  whose weight i s  c o n s id e ra b ly  above 
s t a t i s t i c a l  norms i s  p robab ly  obese as w e l l  as overw eigh t. So in  t h i s  
m an u sc r ip t ,  th e  term s a re  used in te rc h a n g e a b ly .
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Although th e r e  a re  s t i l l  q u e s t io n s  to  be answered re g a rd in g  i t s  
d e te rm in a n ts ,  r e s e a r c h  t o  d a te  su g g es ts  t h a t  o b e s i ty  i s  l a r g e ly  a 
r e s u l t  o f  an e x ce s s iv e  in ta k e  o f  c a l o r i e s  an d /o r  an i n s u f f i c i e n t  energy 
e x p en d itu re  ( J e f f r e y ,  1976a; Mayer, 1968; N elson, 1977; Forbes , 1967; 
W ilson, F a rb e r ,  Kimbrough, and W ilson, 1969). In  p a r t i c u l a r ,  t h e r e  i s  
agreement t h a t  th e  consumption o f  h ig h -s u g a r ,  h i g h - f a t ,  and h ig h -  
c a l o r i e  foods in c r e a s e s  i t s  p r o b a b i l i t y  (Connor, 1977; J e f f r e y  & K atz , 
1977; Choate, 1975; M ay e r , .1968).
Numerous h e a l th  r i s k s  o f  such d i e t s  and t h e i r  f r e q u e n t  r e s u l t ,  
o b e s i ty ,  have been documented. For example, h igh  in g e s t io n  o f  sugar 
has been connected  w ith  d ia b e te s  (Cohen, 1977; Mayer, 1968; U. S.
Senate  S e le c t  Committee on N u t r i t io n  and Human Needs, 1977); g a s t r i c  
u lc e r s  and dyspepsia  (Yudkin, 1977), p e r id o n ta l  gum and bone d is e a s e  
(N iz e l ,  1974), and a r t e r i o s c l e r o s i s  (Yudkin, 1977).
The co nnec tion  between sugar and d e n ta l  c a r i e s  i s  in c r e a s in g ly  
w ell-docum ented . S tu d ie s  have shown th a t  s o c i e t i e s  t h a t  consume sm all 
amounts o f  sugar have few decayed, m iss in g ,  o r  f i l l e d  t e e t h ,  w hile  
s o c i e t i e s  t h a t  consume la r g e  amounts o f  su g a r ,  such as th e  U. S . ,  
have many (N iz e l ,  1974; U0 S. Senate  S e le c t  Committee on N u t r i t io n  
and Human Needs, 1977). In  an e x ten s iv e  rev iew  o f  th e  l i t e r a t u r e  on 
th e  h e a l th  a sp e c ts  o f  su c ro se ,  The F e d e ra t io n  o f  American S o c ie t i e s  fo r  
E xperim enta l Biology (1976) concluded: "Of a l l  th e  ca rb o h y d ra te s
t e s t e d ,  sucrose  i s  among th e  most c a r io g e n ic . "  E x p en d itu res  fo r  
d e n ta l  c a re  a re  s ta g g e r in g .  In  1971, e x p e n d itu re s  t o t a l e d  about 
4 .7  b i l l i o n  and only  about 40 p e rc en t  o f  th e  p o p u la t io n  saw d e n t i s t s
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t h a t  y e a r .  I t  i s  e s t im a te d  t h a t  i t  would co s t  $8 b i l l i o n  more 
an n u a lly  t o  r e p a i r  com ple te ly  th e  damage caused by c a r i e s ^ ( N iz e l ,  1974).
High sugar d i e t s  may a lso  a f f e c t  m e tabo lic  fu n c t io n s .  This 
adverse  e f f e c t  on m etabolism  may r e s u l t  in  r e d u c t io n s  in  growth r a t e ,  
a s h o r te n in g  of l i f e  span, in t e r f e r e n c e  w ith  p r o te in  u t i l i z a t i o n ,  
r e d u c t io n  o f  g lucose  t o l e r a n c e ,  in c re a s e s  in  c o n c e n t r a t io n  o f  c e r t a i n  
hormones in  th e  b lood , in c re a s e s  in  th e  amount o f  f a t  in  th e  l i v e r ,  
and in c re a s e s  in  th e  s i z e  o f  th e  l i v e r  and kidney (Yudkin, 1977).
High in g e s t io n  o f  f a t ,  such as co n ta in ed  in  f r i e d  foods , commer­
c i a l  ch ip s  and d ip s ,  anim al p r o t e i n  and d a i r y  p ro d u c ts ,  i s  s i g n i f i c a n t l y  
connected  w ith  e le v a te d  le v e l s  o f  serum c h o le s t e r o l  and t r i g l y c e r i d e s ,  
which r e s e a r c h  su g g es ts  may lead  t o  a r t e r i o s c l e r o s i s  and h e a r t  
d is e a s e  (Arm strong, 1976; U. S . Sena te  S e le c t  Committee on N u t r i t i o n  
and Human Needs, 1977; Connor, 1977).
An ex cess iv e  in ta k e  o f  s a l t  ( i n  p o ta to  c h ip s ,  cu red  m eats, e t c . )  
has been found t o  cause an in c r e a s e  in  blood p re s su re  and h y p e r te n s io n  
(Meneely and B a t te r b e e ,  1977), to  be connected  to  c e re b ro v a s c u la r  
d i s e a s e ,  changes in  l e v e l s  of g a s t r i c  a c id  s e c r e t io n  and stomach 
c an ce r ,  and m igra ine  headaches (B ra in a rd ,  1976; B a t te rb e e  and 
Meneely, 1977).
People who a re  obese have a h ig h e r  in c id e n ce  th an  normal weight 
i n d iv id u a l s  o f  th e  p re v io u s ly  mentioned d is e a s e s  because th e y  t y p i c a l l y  
e a t  more h i g h - f a t ,  h ig h -s u g a r ,  h i g h - s a l t ,  h ig h - c a lo r i e  food (C o l l ip p ,  
1975; Mayer, 1968; U. S . Sena te  S e le c t  Committee on N u t r i t i o n  and 
Human Needs, 1977). In  a d d i t io n ,  th e y  have more f req u e n t  problems
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w ith  a r t h r i t i s ,  back p a in ,  and s k e l e t a l - j o i n t  d i f f i c u l t i e s ,  c o n s t i p a t io n ,  
h e r n ia s ,  and hem orrhoids ( J e f f r e y  and K atz , 1977). However, th e  
u l t im a te  h e a l th  r i s k  i s  sh o r ten ed  l i f e  span . Armstrong (1951) 
c o n t r a s te d  th e  m o r t a l i t y  r a t e s  o f  overw eight and normal weight 
i n d iv id u a l s .  He found th e  m o r t a l i t y  r a t e s  were 70 p e rc en t  h ig h e r  fo r  
men markedly overw eight and 42 p e rc e n t  h ig h e r  fo r  men m odera te ly  o v e r­
w eigh t;  f o r  women th e  p e rc en ta g e s  were 61 p e rc e n t  and 42 p e rc en t  
r e s p e c t i v e l y .  Dr. Cooper, A s s is ta n t  S e c re ta r y  of H ea lth ,  E ducation  
and W elfare , s u c c in c t ly  summarized th e  h e a l t h  r i s k s  a s s o c ia te d  w ith  
o b e s i ty  in  h i s  te s t im o n y  b e fo re  th e  U. S . Senate  S e le c t  Committee on 
N u t r i t i o n  and Human Needs (1977):
"O besity  a g g ra v a te s  c a r d io v a s c u la r  d is e a s e  and o s t e o a r t h r i t i s  
and in c re a s e s  th e  l i a b i l i t y  to  h y p e r te n s io n ,  a r t e r o s c l e r o s i s , 
h e r n ia ,  and g a l lb la d d e r  d i s e a s e .  I t  a l s o  may f a c i l i t a t e  th e  
emergence o f  l a t e n t  d ia b e te s  in  p re d isp o se d  in d iv id u a l s  as 
th e y  approach an advanced age and adds to  th e  haza rds  of 
su rg e ry ;  i t  makes f o r  p o s tu r a l  derangem ent, arid in  extreme 
c a s e s ,  i t  i s  th e  cause o f  o b e s i ty  dyspnea w ith  pulmonary 
i n s u f f i c i e n c y  . . . Now m e d io a c tu r ia l  s t a t i s t i c s  make i t  
q u i t e  c l e a r  t h a t  th e  obese do not l i v e  as long as th e  le a n .
The c h ie f  causes  o f dea th  among overw eight in d iv id u a ls  a re  
c a r d io - v a s c u la r r r e n a l  d i s e a s e s ,  d i a b e t e s ,  and d is o rd e r s  of 
th e  l i v e r  and b i l i a r y  t r a c t . "
In  a d d i t io n  t o  th e  h ig h e r  in c id e n ce  o f  m edical problem s, ov e r­
weight peop le  o f te n  have p s y c h o lo g ic a l  problems such as extreme s e l f -  
co n sc io u sn ess ,  poor s e l f - im a g e ,  d e p re s s io n ,  i n t e r p e r s o n a l  s u s p ic io u s n e s s ,  
e t c .  For example, obese g i r l s  have been found t o  be more p a ss iv e  
and t o  have an e x ce ss iv e  concern  w ith  s e l f - im a g e ,  to  expect r e j e c t i o n  
and th e r e f o r e  t o  i s o l a t e  them selves  from s o c i a l  c o n tac t  (Bruch, 1973; 
Monello and Mayer, 1963). R esearch  su g g es ts  t h a t  overw eight c h i ld re n  
may f e e l  in a d eq u a te ,  doubt t h e i r  own worth and become shy and s o c i a l l y
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i s o l a t e d  (C o l l ip p ,  1975; J e f f r e y  and Katz, 1977) and t h a t  obese a d u l t s  
view t h e i r  bod ies  as g ro te sq u e  and ugly  and ex p er ien ce  f r e q u e n t  a n x ie ty  
and d e p re s s io n  ( J e f f r e y  and K atz , 1977).
O besity  a ls o  has economic c o s t s .  A U nited  S ta te s  Government 
survey  in d ic a te d  t h a t  $16,000 i s  sp en t each minute on v a r io u s  d i e t a r y  
dev ices  and program s. Over a  y e a r ' s  time t h a t  comes t o  a s ta g g e r in g  8 
b i l l i o n  d o l l a r s .  In  te s t im o n y  b e fo re  th e  U. S . Senate  S e le c t  Committee 
on N u t r i t i o n  (1977), Dr. George B rig g s , p ro f e s s o r  o f  n u t r i t i o n  a t  th e  
U n iv e rs i ty  o f  C a l i f o r n i a ,  B erke ley , s t a t e d ,  based  on a Study by th e  
Department o f  A g r ic u l tu r e ,  t h a t  th e  n a t i o n ' s  h e a l t h  c a re  b i l l  in  1975 
was about $118.5 b i l l i o n  and cou ld  exceed $230 b i l l i o n  by 1980. How­
ev er ,  he emphasized t h a t  improved n u t r i t i o n  might cu t th e  n a t i o n ' s  
h e a l t h  b i l l  by o n e - th i r d .
Summary. There i s  in c r e a s in g  ev idence  t h a t  th e  consumption of 
h ig h -s u g a r ,  h i g h - f a t ,  h ig h - c a lo r i e  foods i s  a de te rm inan t o f  o b e s i ty  
and many o f th e  n a t i o n ' s  most major p h y s ic a l  m a la d ie s .  F urtherm ore , . 
t h e r e  i s  ev idence t h a t  a d ec rea se  i n  th e  consumption o f  th e s e  foods 
w i l l  h e lp  in  th e  t r e a tm e n t  and p re v e n t io n  of o b e s i t y  and i t s  consequent 
h e a l t h  r i s k s .  The p h y s ic a l ,  p sy c h o lo g ic a l  and economic c o s ts  o f  th e  
p re s e n t  e a t in g  h a b i t s  o f  Americans a re  c o n s id e ra b le  and change would 
appear t o  be d e s i r e a b l e .  The U. S. S e le c t  Committee on N u t r i t io n  and 
Human Needs (1977) has recommended a s e t  of d i e t a r y  g o a ls  f o r  th e  
U. S. which c a l l  f o r  (1 )  a r e d u c t io n  in  sugar consumption by 40%;
(2 )  r e d u c t io n  in  c h o l e s t e r o l  consumption to  about 300 mg. a day; 
and (3 )  r e d u c t io n  in  s a tu r a t e d  f a t  consumption to  account fo r  about
10 p e rc e n t  o f  t o t a l  energy in t a k e .  However, change i s  d i f f i c u l t .
To u n d e rs tan d  how to  change e a t in g  b e h av io r ,  i t  seems n e c e s sa ry  to  
c l a r i f y  what de term ines  and in f lu e n c e s  i t .
A c q u is i t io n  of Food P re fe re n c e  and E a ting  B ehav ior—
A S o c ia l  Learning Model
The prem ise o f  t h i s  s tudy  i s  t h a t  food p re fe re n c e s  and e a t in g  
b e h av io rs  a re  a c q u ired  or le a rn e d  on th e  b a s i s  o f  s o c i a l  le a r n in g  
p r i n c i p l e s .  A number of r e s e a r c h e r s  espouse t h i s  view ( J e f f r e y  and 
Katz, 1977; S tu a r t  and Davis, 1972; Mahoney & Mahoney, 1976). They 
suggest t h a t  e a t in g  behav io r and food p re fe re n c e  a re  acq u ired  th rough  
im i t a t i o n  and re in fo rcem en t o f  th e  food p re fe re n c e s  and s o c i o - c u l t u r a l  
f a c t o r s  in  th e  environm ent. R esearch  has su g g es ted  th a t  a c q u i s i t i o n  
o f  a wide range  o f  human beh av io r  can be a t t r i b u t e d  to  i m i t a t i o n  and 
reward p ro c e s s e s ;  fo r  example, f a c i a l  e x p re s s io n  in  i n f a n t s  (G ardner, 
1970; Achenback, 1974); language a c q u i s i t i o n  ( C l i f t o n ,  1970; Lenneberg, 
1964; F r a s e r ,  B e l lu g i ,  and Brown, 1963; Lovaas, 1966; Lovaas, B e rb e r ic h ,  
& S c h a e f fe r ,  1966); sex - ty p in g  (H e th e r in g to n ,  1970; Bandura, 1962;
M il le r  and D o lla rd ,  1941; S an fo rd ,  1955; Mussen and P a rk e t ,  1965; 
Bandura, R oss, and Ross, 1963b); a g g re ss io n  (Bandura and W a lte rs ,  1963; 
Bandura, Ross & R oss, 1963a); phobias (Bandura, Grusec and Menlove,
1967; H i l l ,  L ie b e r t  and M ott, 1968); and a l t r u i s t i c  behav io r (Bryan 
and T e s t ,  1967; Rosenhan and White, 1967).
The most comprehensive th e o ry  o f  i m i t a t i o n  or modeling has been 
developed by Bandura (1971). He su g g es ts  t h a t  a c q u i s i t i o n  o f  modeled 
b ehav io r  has fo u r  components: a t t e n t i o n ,  r e t e n t i o n ,  m otoric
re p ro d u c t io n , ,  and m o t iv a t io n .  These p ro c e sse s  a re  summarized b r i e f l y :
A t te n t io n a l  p ro c e sse s  r e f e r  t o  the' o b se rv e r  fo cu s in g  on th e  
modeled s t i m u l i .  A t te n t io n  in v o lv es  o r i e n t in g  t o  th e  s p e c i f i c  s t im u l i  
as w e ll  as d i s c r im in a t in g  th e  s t im u l i  and s e p a ra t in g  th e  perform ance 
cues from th e  r e s t  o f  th e  d i s p la y .  A t t e n t io n a l  d i s c r im in a t io n  i s  a 
developm ental p ro c e s s .  As th e  r e s u l t  of d i f f e r e n t  ex p e r ien ces  in  th e  
b io lo g ic a l /p s y c h o lo g ic a l  m a tu ra t io n  p ro c e s s e s ,  c h i ld r e n  may become 
d i f f e r e n t i a l l y  a f f e c t e d  in  two ways. F i r s t ,  d i f f e r e n t  models and 
s i t u a t i o n s  become c o n d i t io n e d  cues f o r  a t t e n d in g .  Second, o th e r  cues 
come to  be u t i l i z e d  by th e  c h i ld  in  d i s c r im in a t in g  th e  component 
re s p o n se s .  The in c e n t iv e s  g iven  f o r  a t t e n d in g ,  e i t h e r  e x p l i c i t l y  by 
an experim en ter  p r i o r  to  o b s e rv a t io n  o r i m p l i c i t l y  by th e  n a tu re  of 
th e  model, p lay  a r o l e  in  t h i s  p ro c e ss .  C h a r a c t e r i s t i c s  o f  the  model 
w i l l  in f lu e n c e  bo th  a t t e n t i o n  and perform ance o f  observed  re sp o n se s ,  
presumably as a r e s u l t  of th e  i n t e r a c t i o n s  th e  o b se rv e r  has had w ith  
s im i l a r  models in  th e  p a s t .  Consequence cues a l s o  p la y  a r o l e  in  
a t t e n t i o n  and perform ance . F in a l l y ,  th e  a ro u s a l  s t a t e  o f  th e  o b serv er  
w i l l  have an in f lu e n c e  on th e  amount o f  a t t e n t i o n  an o b se rv e r  w i l l  
pay to  a model.
R e ten t io n  p ro c e sse s  r e f e r  t o  th e  in d iv id u a l  s t o r i n g  in  h i s / h e r  
memory th e  in fo rm a t io n  a t te n d e d  to  in  th e  f i r s t  s t a g e .  A fte r  a t te n d in g  
t o  a re s p o n se ,  th e  o b se rv er  must be ab le  t o  encode th e  in fo rm a t io n  
p rov ided  by h i s / h e r  d i s c r im in a t io n s .  Two encoding systems have been 
i d e n t i f i e d .  One i s  a v i s u a l ,  im ag in a l system ; th e  o th e r  i s  a v e rb a l  
system . As c h i ld r e n  m ature , th e  v e rb a l  system i s  p robab ly  r e s p o n s ib le
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fo r  both  th e  in c re a s in g  speed o f  o b s e r v a t io n a l  a c q u i s i t i o n  and 
r e t e n t i o n  c a p a b i l i t i e s .  Symbolic coding i s  one a sp ec t  o f  th e  encoding 
p ro c e ss ,  and r e h e r s a l  a l s o  p la y s  a p a r t .  R eh e rsa l  may be p rov ided  by 
th e  s t im u lu s  i t s e l f ,  in  th e  form o f r e p e t i t i o n s  o f  th e  d i s p la y ,  or by 
th e  o b s e rv e r .  R eh e rsa l  by th e  o b se rv e r  i s  e i t h e r  o v e r t  o r  c o v e r t ,  
and th e  use o f  co v e r t  r e h e r s a l  appears  t o  be a developm ental p ro c e s s .
Motor re p ro d u c t io n  p ro c e sse s  r e f e r  to  th e  a c tu a l  p h y s ic a l  or 
v e rb a l  im i t a t i v e  re sp o n se .  Once th e  o b se rv er  has a t te n d e d  to  a 
modeled sequence, and coded and s to r e d  th e  s t i m u l i ,  th e  symbolic 
r e p r e s e n ta t io n s  must be r e t r i e v e d  and perform ed. The r e t r i e v e d  
r e p r e s e n ta t i o n  must be a b le  t o  p ro v id e  th e  in fo rm a t io n  t h a t  th e  
o r i g i n a l  e x te r n a l  modeled s t im u l i  p ro v id ed . Other perform ance 
in fo rm a t io n  w i l l  be fu rn ish e d  by th e  immediate environm ent, in  th e  
form o f accuracy  o f  feedback  and s e l f - o b s e r v a t io n  (B o rn s te in ,  Hamilton, 
M i l l e r ,  Q u ev il lo n ,  and S p itz fo rm , 1977). Other f a c t o r s  a f f e c t i n g  
m oto ric  re p ro d u c t io n  a re  th e  p h y s ic a l  c a p a c i t i e s  o f  th e  o b se rv e r  t o  
perform  th e  re sp o n se  and th e  n a tu re  o f  p re v io u s ly  m astered  component 
p h y s ic a l  or v e rb a l  re s p o n se s .
M o t iv a t io n a l  p ro c e sse s  r e f e r  t o  th e  re in fo rce m e n ts  o r  in c e n t iv e s  
f o r  th e  in d iv id u a l  to  perform  th e  re sp o n se  as w e ll  as t o  a t t e n d  to  and 
r e t a i n  th e  modeled s t i m u l i .  O bservers  may be capab le  o f  a t t e n d in g  to  
and d i s c r im in a t in g  a modeled e v en t ,  encoding and r e t r i e v i n g  th e  
r e s u l t i n g  r e p r e s e n t a t i o n ,  assem bling  th e  n e ce ssa ry  component re s p o n se s ,  
y e t  s t i l l  may not perform  th e  o b s e r v a t io n a l ly  le a rn e d  re sp o n se .  The 
f i n a l  and n e c e s sa ry  p ro cess  in v o lv e s  m o tiv a t io n  and re in fo rc e m e n t .
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Reinforcem ent can e i t h e r  be e x t e r n a l ,  v i c a r i o u s ,  or s e l f - g e n e r a te d  
(B o rn s te in  and Q u ev i l lo n ,  1976). These a re  two in t e r lo c k in g  p ro c e ss e s  
t h a t  o p e ra te  th roughou t th e  o th e r  th r e e  p ro c e sse s  y e t  a l s o  o p e ra te  
a f t e r  they  have been engaged in  e f f e c t i v e l y .  P as t  ex p er ien ce  and 
f a c t o r s  p re se n t  in  th e  modeling sequence w i l l  de term ine  th e  m o tiv a t io n  
f o r  an ob se rv er  to  engage in  a l l  t h r e e  p ro c e sse s  and th e  degree t o  
which h e /sh e  engaged in  them. Once a b eh av io r  has been acq u ired ,  
p a s t  ex p er ien ce  and c u r r e n t  in c e n t iv e s  te n d  t o  de term ine  whether or 
not i t  w i l l  be perform ed.
W ithin th e  p re s e n t  c o n te x t ,  th e  va lu e  of B andura 's  th e o ry ,  in  
p a r t i c u l a r ,  and s o c i a l  le a r n in g  th e o ry ,  in  g e n e r a l ,  l i e s  w ith  i t s  
a b i l i t y  t o  e m p i r ic a l ly  examine th e  a c q u i s i t i o n  o f  e a t in g  b eh av io r .
E xperim enta l F in d in g s . This c o n c e p tu a l i z a t io n  of o b s e r v a t io n a l  
le a rn in g  has r e c e iv e d  e x te n s iv e  support (Bandura, 1971). However, 
t h i s  th e o ry  i s  no t w ithou t i t s  c r i t i c s  ( s e e  G erw irtz  and S t in g le ,
1968), p a r t i c u l a r l y  w ith  re g a rd  to  th e  r o l e  o f  re in fo rce m e n t  and 
developm ental p ro c e sse s  in  o b s e r v a t io n a l  l e a r n in g .
A number of v a r i a b l e s  have been i n v e s t ig a t e d  which may f a c i l i t a t e  
o r  h in d e r  o b s e r v a t io n a l  l e a r n in g .  F ac to rs  i s o l a t e d  in c lu d e  ob se rv er  
c h a r a c t e r i s t i c s  (ag e ,  r a c e ,  SES), model c h a r a c t e r i s t i c s ,  th e  number 
o f  models, th e  d e lay  between exposure and t e s t i n g ,  and th e  conse­
quences th e  model r e c e iv e s  (Bandura, 1969; F la n d e rs ,  1968).
Complex i n t e r a c t i o n s  a re  t y p i c a l  o f  f in d in g s  in  most r e s e a rc h  
in  t h i s  f i e l d .  For example, c h i ld r e n  have been found more l i k e l y  to  
perform  behav io rs  modeled by an o ld e r  c h i ld  or a d u l t  th a n  by a peer
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(M i l le r  and D o lla rd ,  1941; F la n d e rs ,  1968). However, t h i s  r e l a t i o n s h i p  
i s  s t ro n g e r  w ith  u p p e r - c la s s  c h i ld r e n  th an  w ith  lo w e r -c la s s  c h i ld r e n  
(McMannis, 1974). Lewis (1974) found t h a t  modeling by a p a re n t  
in c re a s e s  th e  c r e d i b i l i t y  o f  a message. A lso, younger models a re  
l e s s  l i k e l y  to  be im i ta te d  th a n  same-age models. These r e s u l t s  a re  
f u r th e r  com plica ted  by i n t e l l i g e n c e  f a c t o r s .  When th e  t a s k  i s  one 
which r e q u i r e s  some com plexity  in  c o g n i t iv e  fu n c t io n in g  and when 
i n s t r u c t i o n s  a re  g iven  to  im i t a t e ,  h ig h e r  IQ o b se rv e rs  tend  to  im i ta t e  
more (Forehand, Robbins and Brady, 1973).
The number o f  exposures t o  a modeled behav io r has been shown to  
a f f e c t  th e  subsequent b ehav io r  o f  th e  o b se rv e r .  Bandura (1973) has 
shown t h a t  in c re a s in g  th e  number of a g g re s s iv e  a c t s  viewed a lso  
in c re a s e s  th e  l ik e l ih o o d  of a g g re s s iv e  b eh av io r  by th e  o b s e rv e r .  
I n d i r e c t  ev idence  f o r  a r e p e t i t i o n  e f f e c t  i s  a l s o  sugges ted  -by s tu d ie s  
o f  food cho ice  (Ray, 1971; S te w a r t ,  1964; W a l l e r s te in ,  1967). These 
i n v e s t i g a t i o n s  i n d i c a t e  t h a t  modeling i s  a l s o  enhanced as a fu n c t io n  
of th e  number o f  models (B arnw ell ,  1966).
The consequences th e  model or th e  o b serv er  r e c e iv e s  have been 
dem onstra ted  to  a f f e c t  th e  subsequent beh av io r  of th e  o b se rv e r  under 
a number o f  c ircum stances  and a c ro ss  a wide range o f  b eh av io rs  
( e . g . ,  Bandura, 1969; J e f f r e y ,  Hartmann and G elfand , 1972; Thelen , 
McGuire, Simmonds and Akamatsu, 1974). V icar io u s  punishment has been 
shown t o  decrease  th e  spontaneous im i t a t i o n  of a modeled re sp o n se  
( L ie b e r t ,  1970; Bandura, 1971). The e f f e c t s  of v ic a r io u s  and d i r e c t  
consequences a re  in f lu e n c e d  by m oderator v a r i a b l e s  such as age. On
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a g ra d ie n t  from p re - s c h o o l  t o  s ix t h  g rad e ,  th e  e f f e c t s  o f  v ic a r io u s  
re in fo rce m e n t  on r e c a l l  become s i g n i f i c a n t l y  l e s s  (Levy, M cClinton, 
Rabinowitz and Walkin, 1974).
Most o b s e r v a t io n a l  le a rn in g  r e s e a r c h  has focused  on beh av io rs  
such as a g g re s s io n ,  language, ph o b ia s ,  and a l t r u i s m .  L i t t l e  r e s e a rc h  
has been conducted on c h i l d r e n ' s  food c h o ic e s .  Duncker (1938), in  a 
s tudy  c l e a r l y  foreshadow ing modeling app roaches , dem onstra ted  th e  
e f f e c t iv e n e s s  o f  bo th  l i v e  p eer  models and b r i e f  s t o r i e s  in  a f f e c t i n g  
th e  subsequent food ch o ices  o f  c h i ld r e n .  A more r e c e n t  s tudy  (B arnw ell,  
1966) a l s o  s u b s t a n t i a t e s  th e  impact o f  modeling on food c h o ice .
Barnwell found t h a t  c h i ld r e n  cou ld  be in f lu e n c e d  (by exposure to  l i v e  
models) t o  choose a "novel d r in k "  over a p o p u la r  s o f t  d r in k .  Also 
im i t a t i o n  in c re a s e d  as a fu n c t io n  o f  th e  number of models d is p la y in g  
th e  novel c h o ice .  H a r r is  and Baudin (1972) compared th e  modeling 
in f lu e n c e  o f "Popeye" c a r to o n s  and l i v e  models e x to l l i n g  th e  v i r t u e s  of 
sp inach  and r u ta b a g a s .  They found t h a t  th e  e f f e c t s  o f  viewing a f i lm  
of Popeye e a t in g  sp inach  were not d i s t i n g u i s h a b le  from th o se  of see ing  
a l i v e  model e a t in g  s p in ic h ,  t h a t  bo th  p ro ced u res  in c re a s e d  s p in ic h  
e a t in g ;  s i m i l a r l y ,  exposure  to  a c h i ld  f a v o r in g  ru ta b a g a s  in c re a s e d  
ru ta b a g as  e a t i n g .  I t  would appear from th e s e  few s tu d ie s  t h a t  both 
l i v e  and f i lm ed  models can in f lu e n c e  e a t in g  b eh av io rs  and th a t  th e  
degree o f  in f lu e n c e  can be enhanced by exposure t o  an in c re a s in g  
number o f  models.
O b se rv a t io n a l  L earn ing  Methodology. In  a d d i t io n  to  th e  e m p ir ic a l  
f in d in g s  and t h e o r e t i c a l  s i g n i f i c a n c e  o f  modeling r e s e a r c h ,  th e  s o c i a l
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l e a r n in g  approach has been an im portan t m eth o d o lo g ica l  c o n t r ib u t io n  
w ith  i t s  emphasis on behav io r  r a t h e r  th a n  a t t i t u d e s .  S o c ia l  le a r n in g  
r e s e a r c h e r s  have observed  people  in  a number o f  s t u d i e s ,  m easuring th e  
frequency  o r d u ra t io n  o f  phobic  b e h a v io r ,  a g g re s s iv e  a c t s ,  language, 
and numerous o th e r  beh av io rs  (Bandura, 1969). These b eh av io rs  have 
been observed  by ex per im en ters  p re s e n t  w ith  th e  p a r t i c i p a n t s ,  th rough  
one-way m ir ro r s ,  on t e l e v i s i o n  m o n ito rs ,  and by people  in  th e  n a t u r a l  
env ironm en t.
O b se rv a t io n a l  p rocedures  have been developed which in c lu d e  the. 
e s s e n t i a l  p sychom etric  c h a r a c t e r i s t i c s  o f  r e l i a b i l i t y  and v a l i d i t y  
( J e f f r e y ,  1974; Johnson and B o ls tad ,  1973; Weick, 1968). For example, 
Bandura (1973) in  s tu d y in g  c h i l d r e n ' s  i m i t a t i o n  o f  a g g re s s iv e  b e h av io r ,  
designed  a p rocedure  u t i l i z i n g  a p l a s t i c  Bobo d o l l .  The su b je c t  f i r s t  
observed  th e  model p h y s i c a l ly  s t r i k i n g  th e  d o l l .  Then w ithou t th e  
model p r e s e n t ,  th e  c h i ld  was allow ed to  p la y  w ith  th e  Bobo d o l l  w h ile  
behind a one-way m ir ro r ,  and th e  ex per im en ter  u n o b tru s iv e ly  measured 
th e  number o f  a g g re s s iv e  a c t s  th e  c h i ld  d is p la y e d  toward th e  d o l l .
The a g g re s s iv e  a c t s  were o p e r a t i o n a l ly  d e f in e d  and coded, and h igh  
i n t e r r a t e r  r e l i a b i l i t y  c o e f f i c i e n t s  were o b ta in e d .
Food p re fe re n c e s  and consumption have a l s o  been in v e s t ig a t e d  
us in g  an o b s e r v a t io n a l  methodology. A t y p i c a l  paradigm i s  to  p ro v id e  
a d is g u is e  of a t a s t e  t e s t  experim ent w h ile  behind a one-way m ir ro r  an 
ex per im en ter  i s  measuring th e  a c tu a l  type  and amount o f  food e a te n  
( J e f f r e y  & S h i r l e y ,  1977; P r ic e  & G rin k e r ,  1973). I n v e s t i g a t o r s  have 
u t i l i z e d  t h i s  s u r r e p t i t i o u s  assessm ent te ch n iq u e  both  in  th e  s tu d y  of
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o b e s i ty  (G rin k e r ,  H irsch  & Sm ith, 1973; Schac 'h ter, 1971; S c h ach te r ,  
Goldman. & Gordon, 1968) and a lco h o l ism  (H iggins & M a r le t t ,  197.3;
M a r la t t ,  Demming & R eid , 1973; M il le r  & Hersen, 1972a, 1972b).
Data from th e se  e a r ly  s tu d ie s  in v o lv in g  t a s t e  t e s t  p ro ced u res  have 
enough ’fa c e  v a l i d i t y '  f o r  t h e i r  co n tin u ed  development and e v a lu a t io n  
t o  be i n d ic a te d .  New s tu d ie s  have i n d ic a te d  t h a t  th e  t a s t e - t e s t  
paradigm i s  a l s o  a f e a s i b l e  p rocedure  f o r  m easuring th e  e f f e c t s  o f  
t e l e v i s i o n  commercials on food consumption in  c h i ld r e n .  Lem nitzer, 
J e f f r e y ,  Hess, Hickey, and S troud  (1978) a d m in is te red  a 12-item  t a s t e -  
t e s t  ( e ig h t  common foods and fo u r  b ev e rag e s )  t o  c h i ld r e n  aged fo u r  and 
f iv e  on two s e p a ra te  o ccas io n s  one week a p a r t .  T e s t - r e t e s t  c o r r e l a t i o n s  
on th e  b e h a v io ra l  e a t in g  t e s t  were found t o  range  from .10 to  .98 , 
w ith  most c o r r e l a t i o n s  over .80 on th e  combined v a r i a b l e s ,  such as 
t o t a l  c a l o r i e s  consumed. Thus, i t  appears  t h a t  th e  t a s t e - t e s t  
b e h a v io ra l  type  o f  measurement may show prom ise as a n o n in t r u s iv e ,  
n o n re a c t iv e  assessm ent te ch n iq u e  which may y i e l d  r e l i a b l e  d a ta  
unencumbered by expec tancy  or a t t i t u d i n a l  f a c t o r s  (B r id d e l l  and 
Nathan, 1976).
Summary. There i s  ex p er im en ta l  evidence, t h a t  a wide range  
o f human b e h a v io r s ,  in c lu d in g  e a t in g  beh av io r  and food p re fe re n c e ,  
can be acq u ired  th ro u g h  o b s e r v a t io n a l  le a r n in g  and r e in fo rc e m e n t .
W ithin a co n tex t  o f  s o c i o - c u l t u r a l  f a c t o r s ,  such as a v a i l a b l e  food , 
p a r e n t s '  t e a c h in g s ,  p a r e n t s '  food h a b i t s ,  schoo l lunch  programs and 
n u t r i t i o n  e d u ca t io n ,  p e e r s '  e a t in g  b eh av io r ,  and food a d v e r t i s i n g ,  
c h i ld r e n  le a rn  t o  l i k e  and t o  ea t  p a r t i c u l a r  k inds  o f  fo o d s .  C r i t i c s
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sugges t t h a t  th e  l a s t  o f  th e s e  in f lu e n c e s ,  food a d v e r t i s i n g ,  e s p e c i a l l y  
v i a  t e l e v i s i o n ,  i s  a p a r t i c u l a r l y  p o te n t  fo rc e  o f  modeling o f  a t t i t u d e s  
about food and development o f  food p re fe re n c e s  (Choate, 1976;
T e le v is io n  and C h ild re n ,  1975; Masover arid S tam le r ,  1977; Mauro 
and F e in s ,  1977),
T e le v is io n
T e le v is io n  and Food Commercials. S ince  World War I I ,  th e  
l a r g e s t  ex p en d itu re  f o r  p u b l ic  in fo rm a t io n  on d i e t  in  th e  U nited  
S t a t e s  has been made by th e  food in d u s t r y  f o r  t e l e v i s i o n  a d v e r t i s i n g .
In  1975, about $1.15 b i l l i o n  was spent on t e l e v i s i o n  food a d v e r t i s i n g .  
This r e p r e s e n t s  about 28 p e rc e n t  of t o t a l  t e l e v i s i o n  a d v e r t i s i n g  
spend ing . ( U . S .  Sena te  S e le c t  Committee on N u t r i t i o n ,  1975).
Manoff (1972) speaking t o  th e  9 th  I n t e r n a t i o n a l  Congress on N u t r i t i o n ,  
su g g es ts  t h a t  more than  5G p e rc en t  o f  th e  money spent on food a d v e r t i s i n g  
may be n e g a t iv e ly  r e l a t e d  t o  h e a l t h ,  a d v e r t i s i n g  item s t h a t  may be 
g e n e r a l ly  c h a r a c te r i z e d  as h igh  in  f a t ,  s a tu r a t e d  f a t ,  c h o l e s t e r o l ,  
su g a r ,  s a l t ,  o r a lc o h o l .  T h is ,  he f e e l s  i s  a c o n s e rv a t iv e  e s t im a te ,  
not in c lu d in g  sugared  c e r e a l s  and c e r t a i n  cake m ixes, meat p ro d u c ts ,  
eggs, b u t t e r  and cheeses  t h a t  may be h igh  in  one or more of th e  
d i e t a r y  r i s k  f a c t o r s .
Masover and S tam ler (1977) r e p o r t  on a s tudy  o f food a d v e r t i s i n g  
on fo u r  Chicago t e l e v i s i o n  s t a t i o n s .  They found th a t  a lm ost 70 
p e rcen t  o f  th e  tim e was devoted  to  a d v e r t i s i n g  promoting food g e n e r a l ly  
h igh  in  f a t ,  s a tu r a t e d  f a t ,  c h o l e s t e r o l ,  su g a r ,  an d /o r  s a l t  and t h a t  
only 3 p e rc e n t  o f  th e  tim e was devoted to  f r u i t s  and v e g e ta b le s .  They
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found an even l e s s  h e a l t h f u l  ba lance  o f  weekend food a d v e r t i s i n g  in  
which about 85 p e rc e n t  o f  th e  tim e was devoted  t o  foods h ig h  in  f a t ,  
s a tu r a te d  f a t ,  c h o l e s t e r o l ,  su g a r ,  or s a l t .  During th e  sample weekend 
p e r io d ,  no a d v e r t i s i n g  tim e was g iven  t o  f r e s h  f r u i t  or v e g e ta b le s .
The New York S ta te  Assembly s tu d y in g  t e l e v i s i o n  a d v e r t i s i n g  in  
th e  New York re g io n  (Mauro and F e in s ,  1977) found t h a t  food p ro d u c ts ,  
f a s t  food r e s t a u r a n t s  and o th e r  e d ib le s  made up c lo se  t o  80 p e rc en t  o f  
a l l  th e  a d v e r t ise m e n ts  b ro a d c a s t .  They found t h a t  th e  mix of food 
p ro d u c ts  a d v e r t i s e d  on c h i l d r e n ' s  (age 11 o r  younger) programs was 
even more l im i t e d  th an  t h a t  a d v e r t i s e d  on t e l e v i s i o n  g e n e r a l ly .  T he ir  
r e s u l t s  appear as fo l lo w s :
i  •  * '
Number o f  P e rcen t of
Commercials Commercials
C e rea ls  3,832 46.8
Candy and gum 1,627 39.8
Cookies and c ra c k e rs  841 39.5
Meat and p o u l t r y  2 0 .0
V egetab les  1 0 .0
Cheese 1 0 .0
In  an o th er  su rv ey , Barcus (1971) m onito red  fou r  S a tu rday  mornings 
o f  c h i l d r e n ' s  t e l e v i s i o n  a d v e r t i s i n g .  He found t h a t  67 p e rcen t  of th e  
ads were f o r  c e r e a l s ,  sn ack s , c a n d ie s ,  sw ee ts ,  chewing gum and soda 
pop. Other r e s e a r c h  r e p o r te d  in  th e  New England Jo u rn a l  o f  D e n t i s t ry  
f o r  C h ild ren  has i n d ic a te d  t h a t  th e  m a jo r i ty  o f  e d ib le  p ro d u c ts  
a d v e r t i s e d  on t e l e v i s i o n  c o n ta in  a h igh  p e rc en ta g e  o f  su g a r ,  sometimes 
as much as 68 p e rc en t  (Choate, 1975).
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I t  appears  t h a t  many o f th e  foods t h a t  a re  a d v e r t i s e d  on c h i l d ­
r e n ' s  t e l e v i s i o n  a re  h igh  in  c a l o r i e s ,  o r  h igh  in  su g a r ,  o r low in
p r o t e i n ,  v i ta m in s ,  and m in e ra ls .  These foods a re  c o n s id e re d  by most
2n u t r i t i o n i s t s  to  be o f  low or o f  a n t i - n u t r i t i o n a l  v a lu e ,
(C hoate , 1976).
T e le v is io n  Viewing. The hours o f  exposure t o  t e l e v i s i o n  a re  
w ell-docum ented . N in e ty - s ix  p e rc e n t  of th e  American p o p u la t io n  have 
t e l e v i s i o n  s e t s  in  t h e i r  homes. C h ild ren  under f i v e  watch an average  
o f  23.5  hours of TV a week. The average v iew er under 12 watches 20 
hours  a week. In  one y e a r  t h i s  average young view er w i l l  watch over
1.000 hours and by h igh  schoo l g ra d u a t io n  th e  t y p i c a l  te e n a g e r  w i l l  
have logged a t  l e a s t  15,000 hours  b e fo re  th e  s c re e n —more tim e th a n  he 
w i l l  have spent on any o th e r  a c t i v i t y  except s le e p  (Schram, Lyle and 
P a rk e r ,  1961). During a y ea r  t h i s  average  c h i ld  w i l l  watch 200 hours 
o f  a d v e r t i s i n g ,  which means he w i l l  view approx im ate ly  22,000 
commercials (C hoate , 1976); and b e fo re  ado lescence  he w i l l  see  rough ly
350.000 a t te m p ts  to  in f lu e n c e  h i s  buying h a b i t s .  Each y ea r  
approx im ate ly  5 ,000 o f th e s e  commercials w i l l  be fo r  e d ib le  p ro d u c ts ,  
such as snacks , c a n d ie s ,  and p a s t r i e s .
2For c l a r i t y  o f  communication, th e  g e n e r ic  term  "low n u t r i t i o n "  
w i l l  be used in. t h i s  p ro p o sa l  t o  r e f e r  to  foods which a re  r e l a t i v e l y  
h igh  in  su g a r ,  o r  h igh  in  f a t ,  o r  low in  roughage, or low in  
p r o t e i n s ,  v i ta m in s  and m in e ra ls .  The term  " p r o - n u t r i t i o n "  w i l l  be 
used to  r e f e r  to  foods which a re  r e l a t i v e l y  low in  su g a r ,  low in  
f a t ,  o r low in  c a l o r i e s ,  o r h ig h  in  roughage, o r  h igh  in  p r o t e i n s ,  
v i ta m in s ,  and m in e ra ls .
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A d v e r t is in g  S t r a t e g i e s . The c h i ld  m arket, i t  seems, i s  p a r t i c u ­
l a r l y  l u c r a t i v e  f o r  s e v e r a l  r e a s o n s .  F i r s t ,  p r e -a d o le s c e n t  c h i ld r e n  
r e p r e s e n t  a s u b s t a n t i a l  and s i g n i f i c a n t  consumer market fo r  many 
product c a t e g o r i e s .  Second, th e y  a re  an i n f l u e n t i a l  fo rc e  in  th e  
purchase  of p ro d u c ts  d i r e c t l y  consumable as w e l l  as th o se  used by 
th e  e n t i r e  fa m ily .  T h ird ,  they  r e p r e s e n t  a f u tu r e  a d u l t  consumer 
market whose a t t i t u d e s  towards p ro d u c ts  a d v e r t i s e d  and toward t e l e ­
v i s io n  commercials a re  in  th e  p ro cess  o f  fo rm atio n  (Ferguson, 1975).
Most o f  th e  r e s e a r c h  conducted on th e  e f f e c t s  of c h i l d r e n 's  
ad v e r t isem en ts  has been done by a d v e r t i s i n g  ag en c ie s  to  e v a lu a te  th e  
e f f e c t  o f  t h e i r  commercials in  promoting th e  sponsors  p ro d u c t ;  in  
e f f e c t ,  t o  b u i ld  a techno logy  t h a t  w i l l  c r e a t e  more pow erful 
com m ercials . The s p e c i f i c  r e s u l t s  o f  t h i s  r e s e a r c h  a re  o f te n  only 
fu rn ish e d  to  th e  sponsor and a re  not made a v a i l a b l e  to  th e  p u b l ic .
Some o f  th e  r e s u l t s ,  however, . have been made known. A d v e r t is in g  
r e s e a r c h e r s  have le a rn e d  t h a t  t e l e v i s i o n  a d v e r t i s i n g  has a c l e a r  
le ad  over o th e r  major media in  term s o f  b e l i e v a b i l i t y ,  a u th o r i t y ,  
and in f lu e n c e  (R u b in s te in ,  Comstock, and Murray, 1971); th e r e  a re  
d i f f e r e n t  i d e a l  numbers o f  r e p e t i t i o n  f o r  d i f f e r e n t  k inds o f p ro ­
d u c ts ,  brand p o s i t i o n s ,  a d v e r t i s i n g  fo rm a ts ,  and a d v e r t i s in g  g o a ls  
(Ray, 1971; S te w a r t ,  1964; W a l le r s te in ,  1967; Z ie l s k e ,  1959); 
a d v e r t ise m e n ts  a re  more e f f e c t i v e  ( t h a t  i s ,  remembered and a c te d  upon) 
when they  appear in  e a r l i e r  and end p o s i t i o n s  (Ray, 1969; Ward and 
Wackman, 1973); commercials in  an e x c i t i n g ,  suspense program w i l l  be 
l e s s  w e l l  remembered and a c te d  upon th an  th o se  in  a s i t u a t i o n  comedy
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(Kennedy, 1971); people  who r a t e  th e  program "very  good" or " t h e i r  
f a v o r i t e "  a re  more l i k e l y  t o  r 'e c a l l  th e  commercial th a n  th o se  who 
f e e l  i t  i s  " f a i r "  o r  "poor" (C lancy , 1971); emphasis on motion w i th in  
adver tisem en t i s  much more e f f e c t i v e  than  s t a t i c  p i c tu r e s  o r-w ords , as 
a r e 's c e n e s  which dem onstra te  th e  p ro d u c t ,  show someone w anting and 
en joy ing  i t  or show an e x t r i n s i c  reward or a new or "Magic" power 
(W ells , 1965).
B asic  appea ls  used to  s e l l  foods to  c h i ld r e n  a re  (1 )  t a s t e ;
(2) t e x t u r e ;  (3 ) fun ; (4 )  convenience; (5 )  p ee r  s t a t u s ;  and (6 )  (and 
l a s t ) ,  h e a l th y  n u t r i t i o n  (Mauro 6 F e in s ,  1977). B asic  s e l l i n g  
te c h n iq u e s  fo r  c h i l d r e n ' s  p ro d u c ts  a re  premium o f f e r s ,  appea l t o  
a d u l t  a u t h o r i t i e s ,  and s p e c i a l  v i s u a l  e f f e c t s  such as l a r g e r  th an  
l i f e  p ro d u c ts  (A tk in ,  1975; A tkin  and Heald, 1972; Mauro 6 F e in s ,
1977).
Viewer V a r ia b le s . The amount o f  a c tu a l  t e l e v i s i o n  v iew ing , and 
con seq u en tly  exposure t o  t e l e v i s i o n  com m ercials , v a r i e s  depending on 
a number o f  socioeconom ic, i n t e l l e c t u a l ,  p e r s o n a l i t y  and developm ental 
v a r i a b l e s ,  In  g e n e r a l ,  t e l e v i s i o n  viewing beg ins  a t  age two, 
in c r e a s e s  r a p id ly  u n t i l  age seven and c o n tin u es  t o  r i s e  u n t i l  i t  
peaks a t  ado lescence  (Lyle 6 Hoffman, 1972). Fowles (1975) r e p o r t s  
t h a t  c h i ld r e n  as young as 18 months a re  a t t e n t i v e  to  t e l e v i s i o n  m a te r ia l  
and v i s u a l  q u a l i t i e s .  C erea l companies have le a rn e d  t h a t  tw o -y e a r-  
o ld s  can i d e n t i f y  c e r e a l  boxes w ith  premiums in  them (C hoate , 1975). 
Between th r e e - a n d - a - h a l f  and f o u r ,  c h i ld r e n  a re  a b le  to  reco g n ize  
t h a t  th e  c e r e a l  ad i s  s e p a ra te  from th e  program (Choate, 1975).
21
Schram, Lyle & Parker  (1961) found t h a t  u p p e r - c l a s s  c h i l d r e n ,  
c h i l d r e n  w i th  high  IQ 's  and c h i l d r e n  of  p a r e n t s  w i th  h ig h e r  e d u ca t io n  
watched TV l e s s  th a n  lower c l a s s  c h i l d r e n ,  c h i l d r e n  w i th  lower IQ 's  
and c h i l d r e n  of  p a r e n t s  w i th  l e s s  e d u ca t io n .  However, a more r e c e n t  
s tu d y ,  Lyle and Hoffman (1972) sugges ted  t h a t  as t e l e v i s i o n  has become 
more p e r v a s i v e ,  t h e  d i f f e r e n c e s  between socio-economic  and i n t e l l i g e n c e  
groupings  have become l e s s  a p p a r en t .
A v a r i e t y  o f  p e r s o n a l i t y  c h a r a c t e r i s t i c s  a re  a l s o  presumed t o  
be of  importance in  t e l e v i s i o n  v iewing.  For example,  Murray (1972) 
found heavy viewing t o  be c o r r e l a t e d  w i th  i n t e r p e r s o n a l  p a s s i v i t y .  
Schramm, e t  a l . ,  (1961) found t h a t  i n  t im es  o f  p e r s o n a l  s t r e s s  or 
f r u s t r a t i o n ,  t e l e v i s i o n  use i n c r e a s e s .  Anast (1966) found t h a t  
c h i l d r e n  w i th  a s e n s a t i o n  o r i e n t a t i o n  p r e f e r r e d  t e l e v i s i o n  and movies,  
while  th o se  who were more i n t u i t i v e  p r e f e r r e d  nove ls  and p r i n t .  These 
f i n d i n g s  a re  somewhat l i m i t e d ,  but do sugges t  t h a t  t h e r e  may be 
impor tan t  p e r s o n a l i t y  v a r i a b l e s  which a f f e c t  viewing h a b i t s .
Developmental V a r i a b l e s . I n  r e c e n t  y e a r s ,  r e s e a r c h e r s  have 
begun t o  look a t  deve lopmenta l  v a r i a b l e s  i n  a more s y s te m a t i c  manner 
(Ferguson,  1975; Wackman and W a r t e l l a ,  1977),  and th e se  sugges t  age-  
r e l a t e d  d i f f e r e n c e s  i n  re sponse  t o  t e l e v i s i o n  p ro d u c t s .
McNeal (1964) in  a s tudy in v o lv in g  in t e rv ie w s  w i th  c h i l d r e n  
ages 5, 7, and 9 found an i n c r e a s i n g  d i s l i k e  and m i s t r u s t  o f  t e l e v i s i o n  
ads as t h e  c h i l d r e n  in c re a s e d  in  age.  The c h i l d r e n  who l i k e d  th e  ads 
thought  them e n t e r t a i n i n g ;  o ld e r  c h i l d r e n  b e l i e v e d  th e  ads t o  be 
g e n e r a l l y  "annoying",  " u n t r u t h f u l " ,  " s i l l y " ,  and t o  t ak e  t o  much t ime 
from th e  program.
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Garry (1967) found t h a t  p r e s c h o o le r s  and pr im ary  grade c h i ld r e n  
t a k e  what they  see on TV as r e a l  and t h a t  t h e  mass media i s  p a r t i c u l a r l y  
i n f l u e n t i a l  where c h i l d r e n  have no o th e r  source  o f  in fo r m a t io n .  In a 
s tudy t h a t  i n v e s t i g a t e d  whether or not c h i l d r e n  judge t e l e v i s i o n  ads 
as r e a l ,  Barcus (1969) found t h a t  t h e  " r e a l i t y "  o f  th e  ads was 
n e g a t i v e l y  c o r r e l a t e d  w i th  age and IQ but p o s i t i v e l y  c o r r e l a t e d  w i th
s
amount of  v iewing.  Lewis (1974) r e p o r t e d  t h a t  of  208 5th  and 6 th  grade 
s t u d e n t s ,  70 p e rc en t  b e l i e v e d  t h e  commercials shown and 47 p e rcen t  
accep ted  a l l  commercial  messages as t r u e .
Some of  t h e  most e x t e n s iv e  work t o  d a te  i n  t h e  c o g n i t i v e -  
developmenta l  t r e n d s  i n  c h i l d r e n ' s  p e r c e p t io n  of  commercials ,  has 
been done by S c o t t  Ward and h i s  a s s o c i a t e s .  B l a t t ,  Spencer and 
Ward (1971) in  an a t tempt  t o  i d e n t i f y  co g n i t iv e -d e v e lo p m e n ta l  
d i f f e r e n c e s  (w i th in  a P i a g e t i a n  paradigm) in  c h i l d r e n ' s  p e r c e p t i o n s ,  
e x p l a n a t io n s ,  and judgements o f  th e  co n ten t  and purpose o f  t e l e v i s i o n  
commercials ,  s t u d i e d  a group o f  20 w h i te ,  m id d le - c l a s s  k in d e r g a r t e n ,  
second, f o u r t h ,  and s i x t h  grade  c h i l d r e n ,  who were d e s c r ib e d  as 
s l i g h t l y  above average  in i n t e l l i g e n c e .  T h e i r  r e s u l t s  a re  summarized 
below:
Unders tanding of  I n t e n t
K inde rga r ten :  Confused, l i m i t e d  r e c o g n i t i o n  t h a t  ads were in tended
t o  s e l l .
Second Grade: C lea r  r e c o g n i t i o n  t h a t  ad v e r t i s e m e n t s  were in tended
t o  s e l l ;  s e m i - r e c o g n i t io n  of  a d v e r t i s e r ' s  mot ives .
Four th  S. Clear, r e c o g n i t i o n  of purpose of  commercials ,  motives
S ix t h  Grade: of  a d v e r t i s e r s ,  and emerging u n d e rs tan d in g  of the
te ch n iq u es  a d v e r t i s e r s  use  in  c o n s t r u c t i n g  commercials .
23
A b i l i t y  t o  D i f f e r e n t i a t e  Product Being A dver t ised  
From A d v e r t i s in g  Message
K in d e rg a r ten :  No d i s c r i m i n a t i o n  between adver t i sem en t  and product
a d v e r t i s e d .
Second Grade: Confus ion (can l i k e  p ro d u c t ,  but not l i k e  commercial;
but confuse p roduc t  a d v e r t i s e d  w i th  a d v e r t i s e m e n t ) .
Four th  & C lear  d i f f e r e n t i a t i o n  between ad ver t i sem en t  and
S ix th  Grade: p roduct  a d v e r t i s e d .
In  a fo l low-up  t o  t h i s  s tu d y ,  Ward, Reale  & Levinson (1971) looked 
a t  t h r e e  age groups  (5 -7 ,  8-10, and 11-12) ,  from middle and upper 
middle SES groups .  Open-ended q u e s t i o n n a i r e s  were used t o  a s s e s s  
p e r c e p t io n  of  r e a l i t y  and purpose  o f  ads ,  d i s c r i m i n a t i o n  between p r o ­
duct and a d v e r t i s i n g ,  c l a s s e s  o f  p roduc ts  r e c a l l e d ,  complexi ty  of  
r e c a l l ,  and p e rc e iv e d  v a l i d i t y  and c r e d i b i l i t y  o f  a d v e r t i s e m e n ts .
They found,  in  g e n e r a l ,  t h a t  o ld e r  c h i l d r e n  e x h i b i t  h ig h e r  l e v e l s  of 
c o g n i t i v e  development than  do younger c h i l d r e n .  Older c h i l d r e n  
showed a g r e a t e r  awareness of th e  concept  o f  commercials ,  g r e a t e r  
u n d e rs tan d in g  of  t h e i r  purpose ,  and d i s t i n g u i s h e d  between programs 
and commercials more r e a d i l y  th a n  could  t h e  younger c h i l d r e n .  
Fur thermore ,  o ld e r  c h i l d r e n  had a g r e a t e r  complexity  of  r e c a l l  and 
were more s u s p i c io u s  o f  commercials th a n  younger c h i l d r e n .  A d d i t io n a l  
f i n d i n g s  were t h a t  ( 1 )  r e g a r d l e s s  of age,  food a d v e r t i s i n g  ranked 
h ig h e s t  as both  t h e  f a v o r i t e  and l e a s t - l i k e d  commercials ,  and
(2 )  e x p la n a t io n s  f o r  l i k i n g  or d i s l i k i n g  s p e c i f i c  commercials 
r ev o lv ed  around t h e  e n te r t a in m en t  va lue  o f  t h e  commercial .
Ward, Levinson and Wackman (1971) examined watching behav io r  and 
commercials in  c h i l d r e n  aged 5 -7 ,  8-10,  and 11-12.  They found t h a t
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c h i l d r e n  o f  a l l  ages appear t o  watch commercials w i th  l e s s  a t t e n t i o n  
than  th e  program, but t h a t  o ld e r  c h i l d r e n  a t t e n d  l e s s  and have more 
c r i t i c a l  r e a c t i o n s  t o  commercial  c o n te n t .
Ferguson (1975) has r e p l i c a t e d  many of  t h e  f in d i n g s  of Ward 
and h i s  a s s o c i a t e s .  She found t h a t  a t  h igh  l e v e l s  of  c o g n i t i v e
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development,  a t t i t u d e s  toward commercials t ended  t o  be n e g a t i v e ,  
while a t  low l e v e l s ,  t h e y  tended  t o  be more p o s i t i v e .  She found t h a t  
middle l e v e l s  o f  c o g n i t i v e  development lacked  c o n s i s t e n c y  i n  th e  
d i r e c t i o n  o f  a t t i t u d e s  and she a t t r i b u t e d  t h i s  t o  t h e  l a ck  of  
s e n s i t i v e  measuring in s t ru m e n t s  f o r  t h e  middle ranges  o f  c o g n i t i v e  
development.
These s t u d i e s  beg in  t o  c l a r i f y  developmenta l  v a r i a b l e s ;  however, 
q u e s t i o n s  remain t o  be answered r e g a r d in g  s p e c i f i c  a t t i t u d e s ,  b e h a v io r s ,  
and age i n t e r a c t i o n s  f o r  unde rs tan d in g  th e  e f f e c t s  on c h i l d r e n  a t  
d i f f e r e n t  ages .
E f f e c t s  o f  T e l e v i s i o n  A d v e r t i s in g  on C h i l d r e n ' s  Behav io r . ' Much 
o f  th e  r e s e a r c h  d i s c u s s e d  th u s  f a r  focuses  on viexvLng h a b i t s  and 
p e r c e p t io n s  and a t t i t u d e s  of  commercials .  L i t t l e  r e s e a r c h  has  ye t  
focused on th e  e x te n t  t o  which commercials a f f e c t  a c t u a l  beh av io r .
Does a d v e r t i s i n g  cause c h i l d r e n  t o  a t tempt  t o  i n f l u e n c e  p a r e n t s  t o  
buy t h e s e  p ro d u c t s ,  and do th e y  cause c h i l d r e n  t o  e a t  more o f  the  
a d v e r t i s e d  foods?
Some s e l f - r e p o r t s  o f  behav io r  have been accumulated by r e s e a r c h e r s .  
L ongs t ree t  (1967) asked p a r e n t s  t o  monitor t h e  number o f  food purchase  
i n f l u e n c e  a t t em p ts  and th e  number o f  t imes  th e y  c a p i t u l a t e d  t o  such 
^ re q u e s t s .  His p a r e n t s  r e p o r t e d  t h a t  70 p e rc en t  o f  t h e  c h i l d r e n
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monito red  asked t h e i r  p a r e n t s  t o  buy th e  p ro d u c ts  i n  q u e s t i o n  and 89 
p e rc en t  o f  th e  p a r e n t s  responded by making th e  p u rchase .  A c r i t i c i s m  
o f  t h i s  r e s e a r c h  i s  t h a t  s e l f - m o n i t o r i n g  o f t e n  has a r e a c t i v e  e f f e c t  
i n  th e  va lanced  d i r e c t i o n ;  in  t h i s  c a se ,  meaning t h a t  p a r e n t s  would 
be l i k e l y  t o  downplay th e  number o f  c a p i t u l a t i o n s .  (Kazdin,  1974; 
Romanczyk, 1974).
Ward and Wackman (1977) ,  r e l y i n g  e n t i r e l y  on q u e s t i o n n a i r e  d a t a ,  
found t h a t  food p ro d u c t s ,  e s p e c i a l l y  b r e a k f a s t  c e r e a l ,  snack foods ,  
candy, and s o f t  d r in k s  were r e q u e s t e d  by c h i l d r e n  in  every age 
group. Other i n v e s t i g a t o r s  (Sharaga ,  1974; Dusere,  1974) aga in  us ing  
q u e s t i o n n a i r e s  or i n t e rv ie w s  have found a r e l a t i o n s h i p  between th e  
amount of t e l e v i s i o n  a c h i l d  watched, food p r e f e r e n c e s ,  and n u t r i t i o n a l  
knowledge. C h i ld ren  who watched more t e l e v i s i o n  r e p o r t e d  e a t i n g  more 
h ig h ly  sugared c e r e a l s ,  snack p r o d u c t s ,  and h ig h ly  a d v e r t i s e d  foods ,  
and p osse ssed  poo re r  n u t r i t i o n a l  knowledge and in fo r m a t io n .
G a l s t  & White (1976) in  a f r e q u e n t l y  c i t e d  c o r r e l a t i o n a l  s tudy  
w i th  t h r e e - t o - s i x - y e a r - o l d s , found t h a t  t h e  number o f  purchase  
in f l u e n c e  a t t em p ts  i n c r e a s e d  w i th  age and t h a t  th e  more t e l e v i s i o n  
th e  c h i l d  viewed, t h e  more purchase  i n f l u e n c e  a t tem p ts  he made. Their  
d a ta  a l s o  r e p l i c a t e d  e a r l i e r  i n v e s t i g a t i o n s  w i th  c h i l d r e n  which 
i n d i c a t e d  t h a t  c e r e a l  and candy were th e  most f r e q u e n t l y  r e q u e s t e d  
and th e  most h e a v i l y  a d v e r t i s e d  food p ro d u c t s .
Two w e l l -d e s ig n e d  r e c e n t  s t u d i e s  (Goldberg,  Gorn & Gibson,
1978a and 1978b) found t h a t  exposure t o  t e l e v i s i o n  messages t h a t  were 
e i t h e r  p r o - n u t r i t i o n a l  or l o w - n u t r i t i o n a l  a f f e c t e d  v e r b a l i z e d  food
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p r e f e r e n c e .  Those who viewed commercials f o r  h ig h ly  sugared  foods 
s t a t e d  a p re fe re n c e  f o r  more sugared  foods ,  and th o s e  who viewed 
p r o - n u t r i t i o n  P u b l i c  S e rv ice  Announcements chose more f r u i t s  and 
v e g e t a b l e s .  Goldberg,  e t . a l .  a l s o  found t h a t  a 24-minute  animated 
program w ith  B i l l  Cosby and "Fat  A lb e r t "  e x t o l l i n g  t h e  v i r t u e s  of 
good food and th e  dangers  o f  h igh  sugar ,  h i g h - f a t  i tems was e f f e c t i v e  in  
red u c in g  the  number o f  sugared  foods s e l e c t e d .  This  r e s e a r c h  u t i l i z e d  
a more in n o v a t iv e  s e l f - r e p o r t  measure than  has been used t o  d a t e .  
C h i ld ren  in  t h e se  . s t u d ie s  were p re s e n te d  w i th  a l a r g e  p i e c e  o f  c a rd ­
board on which was a f f i x e d  p i c t u r e s  of  s i x  foods ,  t h r e e  h i g h - n u t r i t i o n  
and t h r e e  l o w - n u t r i t i o n .  The c h i l d r e n  were then  asked t o  t h i n k  about 
a h y p o t h e t i c a l  s i t u a t i o n  where t h e  exper imenter  was t o  be t h e i r  
b a b y s i t t e r  f o r  t h e  weekend and needed t o  make a g ro ce ry  l i s t  f o r  th e  
meals th e y  would have .  Food s e l e c t i o n s  th u s  were made r e l e v a n t  by 
a n ° a c t iv e  im agina l  t e c h n iq u e ;  however, t h i s  was s t i l l  somewhat removed 
from r e a l - l i f e  c h o ic e s .
Summary. Conspicuously  absent in  th e  s t u d i e s  t o  d a te  a re
e x p e r i m e n t a l l y - c o n t r o l l e d  b e h a v io r a l  measures o f  food p r e f e r e n c e
and e a t i n g  h a b i t s .  R ober ts  ( i n  p r e s s )  c u r r e n t  comprehensive rev iew  of
th e  l i t e r a t u r e  on c h i l d r e n  and t e l e v i s i o n  commercials summarizes th e
p r e s e n t  s t a t e  o f  knowledge;
"Although th e  d a t a  a re  s p a r s e ,  t h e r e  we f i n d  a t  l e a s t  t e n t a t i v e  
ev idence  t h a t  young p e r s o n s '  behav io rs  a re  i n f l u e n c e d  by t e l e ­
v i s i o n  commercials .  I t  must be n o ted ,  however,  t h a t  t h e  n a tu r e  
o f  t h e s e  d a t a  r e n d e r  t h e  r e s u l t s  h ig h ly  t e n t a t i v e .  P a r e n t a l  
r e p o r t s  of  behav io r  a re  l i k e l y  t o  be b ia se d  and young p e r s o n s '  
e x p re s s io n s  o f  p roduct  p r e f e r e n c e s  a re  a l a r g e  s t e p  removed 
from over t  behav io r  . . .  so f a r ,  r e s e a r c h  has been l i m i t e d  
t o  u n de rs tand ing  o f  c o n t e n t ,  d e s i r e  f o r  p r o d u c t s ,  and a t t i t u d e s
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toward a d v e r t i s i n g .  Almost the  e n t i r e  a re a  o f  t e l e v i s i o n  
commercia ls ’ impact on c h i l d r e n  remains  l a r g e l y  u n c h a r t e d . "  
(R o b e r t s ,  i n  p r e s s ,  p .  41)
A r e c e n t  rev iew  of  t h e  l i t e r a t u r e  on th e  e f f e c t s  o f  t e l e v i s i o n
a d v e r t i s i n g  on c h i l d r e n ,  which was sponsored by th e  N a t io n a l  Science
Foundation (1977) ,  came t o  a s i m i l a r  co nc lus ion :
"While v a r io u s  s t a t i s t i c s  have been c i t e d  by p a r t i e s  concerned 
w i th  the  n u t r i t i o n a l  h e a l t h  of th e  U. S.  popu lace ,  in c lu d in g  
c h i l d r e n ,  no evidence  d i r e c t l y  l i n k s  t e l e v i s e d  food commercials 
t o  those  s t a t i s t i c s  s in c e  t h e  a p p r o p r i a t e  s t u d i e s  have not ye t  
been conducted to  examine the  a l l e g e d  l i n k a g e . "
Again,  a major weakness of  most of  t h e  t e l e v i s i o n  r e s e a r c h  i s  
t h a t  i t  r e l i e s  on th e  c h i l d ’ s s e l f - r e p o r t  or th e  p a r e n t ' s  r e p o r t  
about t h e i r  c h i l d ’ s v iewing ,  r a t h e r  than  measuring d i r e c t l y  th e  c h i l d ' s  
b eh av io r .  A d d i t i o n a l l y ,  most o f  th e  r e s e a r c h  has  been of  a survey ,  
non-expe r im en ta l  n a t u r e ,  p ro v id in g  impor tan t  in fo r m a t io n  about viewing 
b ehav io r ,  bu t not p ro v id in g  d i r e c t  c a u s a l  in fo rm a t io n  about th e  
e f f e c t s  o f  a d v e r t i s i n g  on c h i l d r e n ’ s h e a l t h - r e l a t e d  b e h a v io r s .
While t h e r e  has only  been a smal l  i n c r e a s e  i n  t h e  u n de rs tand ing  
o f  t h e  e f f e c t s  of  t e l e v i s i o n  commercials on c h i l d r e n ' s  b e h av io r ,  t h e r e  
has been a l a rg e  in c r e a s e  in  debate  among v a r io u s  consumer groups ,  
governmental  a g en c ie s ,  and a d v e r t i s i n g  sponsors  r e g a r d in g  c h i l d r e n ' s  
commercia ls .  Government o f f i c i a l s  and v a r io u s  consumer groups a re  
beginning  t o  concern  themselves  w i th  t e l e v i s i o n  a d v e r t i s i n g  fo r  
c h i l d r e n  and some a re  s u g g es t in g  th e  need f o r  r e g u l a t i o n s .
A voca l  consumer group,  Action f o r  C h i l d r e n ' s  T e l e v i s io n  (ACT), 
has p e t i t i o n e d  th e  F ed e ra l  Grade Commission t o  p r o h i b i t  th e  a d v e r t i s i n g  
o f  candy t o  c h i l d r e n  on t e l e v i s i o n  (Action f o r  C h i l d r e n ' s  T e l e v i s io n ,  
1973, 1977).  In  re sponse  t o  consumer a c t i o n  th e  FTC has decided  t o
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begin  th e  ru le -m ak ing  p r o c e sse s  f o r  p o s s i b l e  r e g u l a t i o n  of c h i l d r e n ' s  
t e l e v i s i o n  a d v e r t i s i n g  (F ed e ra l  Trade Commission, 1978).  A r e c e n t  
con fe rence ,  sponsored by th e  N a t io n a l  Sc ience  Foundat ion ,  t h e  Ford 
Foundat ion ,  and th e  Markle Foundation ( T e l e v i s i o n  and C h i ld ren ,  1975),  
concluded t h a t  t e l e v i s i o n  has a profound e f f e c t  on c h i l d r e n ' s  deve lop ­
ment,  but t h a t  much i s  s t i l l  not known about t h e  s p e c i f i c  p ro cesses  
and outcomes.  Among t h e i r  recommendations,  t h e  confe rence  p a r t i c i p a n t s  
concluded: "The f i r s t  r e s e a r c h  p r i o r i t y  i s  the  impact o f  a d v e r t i s i n g
on c h i l d r e n .  We in c lu d e  not only a d v e r t i s i n g  d i r e c t e d  t o  c h i l d r e n  but 
a l s o  a d v e r t i s i n g  d i r e c t e d  t o  a d u l t s  t h a t  i s  l i k e l y  t o  be seen by 
c h i l d r e n . "
Purpose of the  Proposed Study
The p rev ious  rev iew  has a t tempted  t o  e s t a b l i s h :
(1)  t h a t  t h e  c u r r e n t  e a t i n g  h a b i t s  o f  Americans c o n s t i t u t e  a 
major h e a l t h  r i s k ;
(2)  t h a t  e a t i n g  h a b i t s  a re  th e  product of  s o c i a l  l e a r n i n g  of 
food p r e f e r e n c e s ,  e a t i n g  beh av io r ,  n u t r i t i o n  in fo r m a t io n ,  
e t c . .
(3 )  t h a t  one o f  t h e  most p o te n t  modes o f  such s o c i a l  l e a r n in g  
i s  a d v e r t i s i n g  v i a  t e l e v i s i o n ;  and
(4 )  t h a t  r e s e a r c h  t o  da te  has added impor tan t  knowledge about 
viewing v a r i a b l e s ,  developmenta l  v a r i a b l e s ,  p e rc e p t io n s  and 
a t t i t u d e s  about commercials ,  and r e p o r t s  about f o o d - r e l a t e d  
beh av io r ;  but i t  has  s u f f e r e d  methodo log ica l  problems and 
i t  has not demonst ra ted  a connec t ion  between t e l e v i s e d
food a d v e r t i s i n g  and a c t u a l  exper im en ta l ly -m easured  behavior  
change.
The purpose  of  the  p re s e n t  s tudy was l a r g e l y  t o  p rov ide  such 
exper im en ta l ly -m easured  b e h a v io r a l  d a ta  in  t h e  form of  l a b o r a t o r y - c o n t r o l l e d
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exposure t o  t e l e v i s i o n  commercials and a l a b o r a t o r y - c o n t r o l l e d  e a t i n g  
measure.  This  s tudy  a t tem pted  t o  i n v e s t i g a t e  t h e  e f f e c t s  o f  low- 
n u t r i t i o n a l ,  p r o - n u t r i t i o n a l  and non-food commercials upon th e  e a t in g  
behav io r  and food p re f e r e n c e  of  c h i l d r e n .  I t  a t tem pted :
(1) t o  o b t a in  ex p e r im en ta l  evidence  about t h e  e f f e c t s  o f  t y p i c a l  
c u r r e n t  food commercials on c h i ld r e n s  food p r e f e r e n c e  and 
e a t i n g  b e h av io r .
(2 )  t o  o b t a in  exp e r im en ta l  evidence about t h e  e f f e c t s  of  p ro -  
n u t r i t i o n a l  commercials on c h i l d r e n ' s  e a t i n g  h a b i t s ;  and, 
th e re b y ,
(3) t o  p rov ide  s c i e n t i f i c  in fo rm a t io n  f o r  te lecommunica t ion  
and p u b l i c - p o l i c y  makers so they  may be b e t t e r  informed 
about the  impact o f  t e l e v i s i o n  commercials in  developing 
p u b l i c  p o l i c y  t h a t  i s  c o n s i s t e n t  with n a t i o n a l  h e a l t h  
g o a l s .
I t  was hypo thes ized  t h a t  l o w - n u t r i t i o n  food commercials would 
i n c r e a s e  c h i l d r e n ' s  consumption o f  s p e c i f i c a l l y  a d v e r t i s e d  low- 
n u t r i t i o n  foods and o v e r a l l  c a l o r i c  i n t a k e .  S e c o n d a r i ly ,  i t  was hy­
p o th e s i z e d  t h a t  p r o - n u t r i t i o n  commercials would i n c r e a s e  consumption 
o f  n u t r i t i o n a l  foods and t o t a l  c a l o r i e  in t a k e  but t o  a l e s s e r  degree 
th a n  l o w - n u t r i t i o n  commercials .  This  p r e d i c t i o n  was based on t h e  
g e n e r a l l y  lower budget,  lower q u a l i t y  p r o - n u t r i t i o n  commercials t h a t  
a re  a v a i l a b l e .  F i n a l l y ,  i t  was hypo thes ized  t h a t  to y  commercials would 
have no e f f e c t  on c h i l d r e n ' s  subsequent  food c h o ice s .
CHAPTER I I
METHODS
S u b je c t s
F o r ty -seven  fou r  and f i v e - y e a r - o l d s  (23" boys and 24 g i r l s )  
were s e l e c t e d  from l o c a l  p re sch o o ls  and randomly a ss igned  t o  one o f  
t h r e e  t r e a tm e n t  g roups .  Four and f i v e - y e a r - o l d s  were s e l e c t e d  as 
r e s e a r c h  has i n d i c a t e d  t h a t  they  watch t e l e v i s i o n  a g r e a t  d ea l  and 
a re  c o n s id e red  v u ln e r a b l e  as ( a )  they  s t i l l  do not unde rs tand  the  
motive of commercials ,  and (b) they  cannot d i s c r i m i n a t e  between the  
adver t i sem en t  and the  product a d v e r t i s e d  ( B l a t t ,  Spencer ,  and Ward, 
1971).  The c h i l d r e n  were s e l e c t e d  from t h e  Missoula  Head S t a r t  
program, the  U n iv e r s i t y  o f  Montana P re sc h o o l ,  the  A ssoc ia ted  S t u d e n t s '  
P re sch o o l ,  and p re s c h o o l s  a t  S t .  P a u l ' s  Lutheran  Church and P r in ce  of  
Peace Lutheran Church.
W ri t ten  p e rm is s ion  t o  p a r t i c i p a t e  was sought from every p a r e n t .  
(See Appendix A f o r  pe rm iss ion  l e t t e r s . )  The r e t u r n  r a t e s  v a r i e d  
somewhat a t  t h e  d i f f e r e n t  s ch o o l s .  At Head S t a r t  and th e  Assoc ia ted  
S t u d e n t s '  P reschoo l  i t  was about 33 p e rc en t  a f t e r  two c o n t a c t s ,  w h i le  
a t  t h e  U n iv e r s i t y  o f  Montana Preschoo l  and th e  churches  i t  was 90-95 
p e rc en t  a f t e r  th e  f i r s t  c o n t a c t .  A l l  c h i l d r e n  were given  the  
o p p o r tu n i ty  t o  d e c l i n e  p a r t i c i p a t i o n  i n  t h e  i n v e s t i g a t i o n s .  I f  a 
c h i l d  chose not t o  p a r t i c i p a t e  a t  any t ime dur ing  th e  a c t u a l  conduct
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o f  t h e  i n v e s t i g a t i o n ,  t h a t  r e q u e s t  was acknowledged and th e  c h i l d  was 
r e t u r n e d  t o  the  a p p r o p r i a t e  c l a s s .  However, only one c h i l d  d e c l i n e d .
Ea r ly  r e s e a r c h  on t e l e v i s i o n  viewing and socio-economic  s t a t u s  
l e v e l s  i n i t i a l l y  i n d i c a t e d  s i g n i f i c a n t  d i f f e r e n c e s  between groups.  
Consequently ,  SES was examined as  a modera tor v a r i a b l e  in  t h e  c u r r e n t
e '
s tudy  and s u b j e c t s  were awarded socio-economic d e s ig n a t io n s  based upon 
H o l l i n g s h e a d ' s  Two-Factor Index of  S o c i a l  P o s i t i o n  (1957) and th e  
in fo rm a t io n  r e l e v a n t  t h e r e t o  which was p rov ided  by p a r e n t s .
Design
A p r e - t e s t / p o s t - t e s t  c o n t r o l  group des ign  w i th  t h r e e  groups was 
u t i l i z e d .  C h i ld ren  were randomly a s s ig n e d  t o  one of  th e  t h r e e  g roups ,  
which c o n s i s t e d  of  ( a )  l o w - n u t r i t i o n  commercials ;  (b)  p r o - n u t r i t i o n  
commercia ls ;  and ( c )  non-food commerc ials .  The independent v a r i a b l e  
was th u s  the  k ind o f  a d v e r t i s i n g  th e  children^ were shown. The 
dependent measurement c o n s i s t e d  o f  a b e h a v io r a l  e a t i n g  t e s t  (BET) 
and a food p re f e r e n c e  s c a l e  (FPS), a d m in is te r ed  p r i o r  t o  and fo l low ing  
th e  exp e r im en ta l  m a n ip u la t io n .  This  des ign  allowed f o r  a n a ly se s  of 
changes w i th in  groups  as w e l l  as d i f f e r e n c e s  between groups .
Apparatus
The s tudy  was ru n ,  in  p a r t ,  in  a xa tan d a rd  25 - foo t  mobile home 
which had been d iv id e d  i n t o  two s e c t i o n s —t h e  k i t c h e n ,  where t h e  
food was p re p a red ,  and th e  exper im en ta l  room. S u b je c t s  e n te red  
th rough  the  back door and were d i r e c t e d  th rough  the  k i t c h e n  t o  th e  
e x p e r im en ta l  room. In t h i s  a r e a ,  th e y  were ad m in is te r ed  p re  and pos t
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assessm en t ,  as w e l l  as  t h e  exper im en ta l  m a n ip u la t io n .  Half  of the  
s u b j e c t s  were run in  two i d e n t i c a l  ex p e r im en ta l  rooms in  the  
Psychology B u i ld ing .  These rooms were f u r n i s h e d  in  much the  same 
way as th e  t r a i l e r  and t h e  procedure  was i d e n t i c a l  except t h a t  the  
su b jec t  was walked a c ro ss  th e  h a l l  t o  t h e  o th e r  exper im en ta l  room f o r  
t h e  ex p e r im en ta l  m a n ip u la t io n .
M a te r i a l s  f o r  t h e  b e h a v io r a l  e a t i n g  t e s t  inc luded  a p o r t a b l e  
r e f r i g e r a t o r ,  a gram s c a l e ,  12 round,  t r a n s p a r e n t  p l a s t i c  o n e - h a l f  p i n t  
food c o n t a i n e r s ,  a supply  of  d i sp o sa b le  p l a s t i c  cups ,  and a s s o r t e d  
f o o d s t u f f s ,  and a s p e c i a l l y  c o n s t r u c t e d  p l a s t i c  t r a y ,  w i th  12 
compartments f o r  the  foods and beverages  and s l o t s  f o r  l a b e l s  of th e  
f o o d s .
A b la ck  and white  o n e - h a l f  inch v id e o ta p e  r e c o r d e r  with 17- inch  
t e l e v i s i o n  monitor was used t o  show th e  t e l e v i s i o n  commercials 
and program. Access t o  t h e  above equipment,  as w e l l  as t o  v ideo tape  
e d i t i n g  f a c i l i t i e s ,  was prov ided  by U n iv e r s i t y  o f  Montana I n s t r u c t i o n a l  
M a t e r i a l s .
Procedure
From s t a r t  t o  f i n i s h ,  th e  p rocedure  was as fo l low s :
1. C h i ld ren  were brought t o  th e  exp e r im en ta l  room f o r  th e
p r e - t r e a t m e n t  t a s t e  t e s t .  They were given  a t r a y  of food
\ .
and i n s t r u c t e d  t o  t a s t e  the  d i f f e r e n t  foods  t o  see which 
was l i k e d  b e s t .  A f te r  t a s t i n g  th e  foods ,  t h e y  were asked 
a few q u e s t i o n s  about food and gave r a t i n g s  of  the  foods 
on the  t a s t e  t e s t  on a food p r e f e r e n c e  s c a l e .
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2. One week l a t e r  a second ex p e r im en ta l  c o n ta c t  was made,
c o n s i s t i n g  of:
a.  exposure t o  t h e  exper im en ta l  c o n d i t i o n ,  30-second 
commercials embedded in  segments of  t y p i c a l  c h i l d r e n ’ s 
t e l e v i s i o n  programming.
b. a second t a s t e  t e s t .
c .  a p o s t - t r e a t m e n t  i n t e r v i e w ,  c o n s i s t i n g  of  th e  food 
p re f e r e n c e  s c a l e  and q u e s t i o n s  from t h e  p r e ­
t r e a tm e n t  i n t e r v i e w  p lu s  an assessment of  r e a c t i o n  
t o  t h e  t e l e v i s i o n  ads and programming.
C h i ld ren  were i n d i v i d u a l l y  taken  from t h e i r  c l a s s e s  and brought  
t o  t h e  exper im en ta l  rooms by a c o n f e d e r a t e .  In  o rde r  t o  c o n t r o l  f o r  
hunger,  t h e  c h i l d r e n  were t e s t e d  dur ing  m id -a f t e rnoon  or mid-morning 
f o r  both t h e  p r e - t e s t  and p o s t - t e s t  a s se ssm en ts .  The c h i ld .w as  t o l d  
t h a t  h e / sh e  had been asked t o  p a r t i c i p a t e  i n  a s tudy t o  see what k inds  
o f  foods k id s  l i k e  t o  e a t .  S p e c i f i c  s t e p s  in  t h i s  procedure  a re  
e x p la in ed  in  d e t a i l  below.
B ehav io ra l  Ea t ing  Tes t  (BET)
The p r e -  and p o s t - t r e a t m e n t  BETS proceeded i n  a s i m i l a r  manner, 
as f o l l o w s .  The exper im enter  p r e s e n te d  t h e  c h i l d  w i th  a t r a y  o f  food 
and b everages .  The t r a y  con ta ined  an equa l  number o f  low and h igh  
n u t r i t i o n  foods and beverages ,  equated f o r  volume or cut i n t o  b i t e ­
s i z e d  p i e c e s .  Some of  t h e  foods were th o s e  a d v e r t i s e d  in  th e  e x p e r i ­
menta l  m an ipu la t ion  and some were n o t .  L o w -n u t r i t io n  foods  and 
beverages  were: Hershey b a r s ,  F r i t o ’ s Corn Chips,  Chips-Ahoy Chocola te
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Chip co o k ie s ,  Honeycombs c e r e a l ,  Coke, and c h e r ry  Kool-Aid.  High- 
n u t r i t i o n  foods and beverages  were: cheese ,  c a r r o t s ,  g r a p e s ,  a p p le s ,
mi lk ,  and orange j u i c e .  The foods and beverages  s a t  in  p a r t i t i o n e d  
compartments in  th e  t r a y ,  with  smal l  photos of  the  food i n  s l o t s  
in  f r o n t  of  th e  c o n t a i n e r s .  The p i c t u r e s  were in tended  t o  a id  
t h e  c h i l d  i n  i d e n t i f y i n g  th e  cu t -up  foods .
As th e  exper imenter  p r e s e n te d  th e  t r a y  o f  food t o  the  c h i l d ,  
she s a id :
"We a re  t r y i n g  to  f i n d  out what k id s  t h i n k  of d i f f e r e n t  k inds  
o f  foods .  In  f r o n t  o f  you a re  a number o f  smal l  cups of 
food and t h in g s  t o  d r in k .  In  a minute I am going t o  ask 
you t o  t a s t e  th e  d i f f e r e n t  foods and d r in k s  so you can 
t e l l  me what you t h i n k  of them. You can ea t  as much of 
any th ing  as you want.  I f  t h e r e  a re  foods you d o n ' t  l i k e ,  
you d o n ' t  need t o  e a t  them. Right now I  have to  go in  the  
o th e r  room f o r  a few m inu tes .  But when I  come back,  I  w i l l  
ask  you t o  t e l l  me what you thought o f  the  t h in g s  you j u s t  
a t e  or d rank .  I f  you have any q u e s t i o n s  while  e a t i n g  t h e  
foods ,  j u s t  knock on th e  door and I ' l l  r e t u r n  t o  he lp  you.
Do you have any q u es t io n s?  (Exper imenter answered any 
q u e s t i o n s . )  Okay, remember you can e a t  as much as you 
l i k e .  Go ahead, b e g in . "  '
A f te r  t h i s  s t a t e m e n t ,  t h e  exper im enter  l e f t  th e  room. The
c h i l d  was l e f t  in  t h e  room alone  f o r  8 minutes  t o  ea t  t h e  food.
S ev e ra l  c h i l d r e n  i n d i c a t e d  a d e s i r e  t o  t a l k  t o  t h e  exper imenter  dur ing
th e  BET. When t h i s  occured ,  the* exper imenter  r e t u r n e d  t o  the  e a t i n g
a rea  and encouraged th e  c h i l d  t o  con t inue  t a s t i n g  foods ,  s t a t i n g  t h a t
she would r e t u r n  i n  a few m inutes .  At t h e  end of e ig h t  minutes ,  the
exper imenter  r e t u r n e d  t o  th e  t a s t i n g  room, looked a t  th e  t r a y  and s a id :
"Well ,  i t  looks l i k e  y o u 'v e  t a s t e d  a few of t h e se  foods .  I 
wonder i f  you could t e l l  me what you thought  of  them."
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She removed th e  t r a y  t o  the  ' k i t c h e n '  so t h e  foods  could  be 
weighed and measured,  and then  proceeded w i th  t h e  t r e a tm e n t  i n t e r ­
view. The p r e -  and p o s t - t r e a t m e n t  in t e r v i e w  a re  exp la ined  in  a 
subsequent  s e c t i o n .  See Appendix f o r  th e  s p e c i f i c  q u e s t i o n s .  When 
th e  q u e s t io n s  were completed,  th e  exper imenter  thanked th e  c h i l d  fo r  
p a r t i c i p a t i n g ,  say ing:
"Well,  (name) _______ , you 've  t a s t e d  some foods here  and
answered some q u e s t i o n s  and he lped me t o  u n de rs tand  b e t t e r  
what k inds  of foods k id s  l i k e  t o  e a t .  Thank you ve ry  much 
fo r  h e lp in g  me o u t .  (C onfede ra te )  w i l l  t ak e  you back 
t o  your c l a s s  now."
One week l a t e r ,  t h e  c h i l d  was brought t o  t h e  ex p e r im en ta l  rooms
ag a in .  This t ime th e  exper im enter  s a id  t o  th e  c h i l d :
"Remember l a s t  t ime you were he re  I asked you t o  t a s t e  some 
d i f f e r e n t  foods? Well ,  you d id  such a good job  t h a t  I  would 
l i k e  you t o  do th e  same t h i n g  aga in  to d ay .  R igh t  now I have 
to  go in  the  o th e r  room and ge t  th e  foods ready  f o r  you.
While I 'm  gone, you can watch TV ( sw i tch ing  t h e  s e t  on) .  I 
s h o u l d n ' t  be too  long ,  so j u s t  s i t  back, wa tch ,and  enjoy 
y o u r s e l f  u n t i l  I  come back. I f  you need me w h i le  y o u ' r e  
watching TV, j u s t  knock on th e  door and I w i l l  come o u t .
Do you have any q u e s t io n s?  (Exper imenter answered any 
q u e s t i o n s ,  and th e n  l e f t  t h e  room.)
A f te r  t h e  12-minute  ex p e r im en ta l  m an ipu la t ion  ( d e s c r i b e d  in
more d e t a i l  be low),  t h e  exper im enter  r e t u r n e d  and s a id :
"Remember l a s t  t ime  you were here  you he lped  us l e a r n  what 
k inds  of  foods k id s  l i k e .  Today we would l i k e  you to  do 
t h a t  a ga in .  In  f r o n t  of you are  a number o f  . . . (and 
r e p e a t e d  same i n s t r u c t i o n s  from th e  p r e - t e s t ) .
Again,  th e  c h i l d  was l e f t  a lone  f o r  8 m inu tes .  The remainder 
o f  the  p rocedure  was t h e  same as f o r  t h e  p r e - t e s t ,  except  t h a t  the  
p o s t - t r e a t m e n t  i n t e rv ie w  was ad m in i s t e r ed .
The grams o f  food consumed were c a l c u l a t e d  by measuring on a 
gram s c a l e  t h e  weight o f  th e  food be fo re  t h e  BET and then  s u b t r a c t i n g  
the  weight o f  t h e  remain ing  food a f t e r  t h e  BET. The volume o f  beverages  
consumed was c a l c u l a t e d  by s u b t r a c t i n g  from t h e  o r i g i n a l  amount p laced  
in  th e  c o n t a i n e r s  t h a t  which remained a t  th e  co n c lu s io n  o f  t h e  t a s t e  
t e s t .  C a lo r i c  con ten t  was determined from s ta n d a rd  food -va lue  t a b l e s  
(Mayer,  1968).  In  a l l  cases  r e l i a b i l i t y  checks were conducted on every 
t h i r d  s u b j e c t .  The exper im en te r  in dependen t ly  weighed and measured 
t r a y  i tems and compared h e r  f in d i n g s  t o  th e  l a b o r a t o r y  a s s i s t a n t ' s .
Exper im enta l  M anipu la t ion
The exp er im en ta l  v a r i a b l e  i n  q u e s t io n  i n  t h i s  s tudy i s  th e  
k ind  o f  a d v e r t i s i n g  viewed. There were t h r e e  expe r im en ta l  c o n d i t i o n s :
1) commercials f o r  l o w - n u t r i t i o n ,  h i g h - c a l o r i c  food*
2)  commercials f o r  n u t r i t i o u s  l o w - c a lo r i c  food
3) commercials f o r  non-food i tems ( i . e . ,  t o y s )
The v a r io u s  commercials were embedded in  a 7 -1 /2  minute segment 
o f  t y p i c a l  c h i l d r e n ' s  S a tu rday  morn ing-type  programming. The Pink 
P an th e r  Comedy Show was s e l e c t e d  f o r  i t ' s  appea l t o  c h i l d r e n  o f  the  
s u b j e c t ' s  ages ,  i t s  medium r a t h e r  th a n  low or h ig h  a r o u s a l  l e v e l  
(based  on r e s e a r c h  f i n d i n g s  t h a t  commercials r e c e i v e  more a t t e n t i o n  
i n  programs w i th  medium a r o u s a l  l e v e l )  (Kennedy, 1971),  and the  
convenient  sp ac in g ,  f o r  e d i t i n g  pu rposes ,  o f  b reaks  in  t h e  program.
Three 30-second commercials pe r  expe r im en ta l  c o n d i t i o n  were 
e d i t e d  i n t o  t h e  program, as fo l l o w s :
* L o w -n u t r i t io n  group w i l l  h e r e i n a f t e r  be r e f e r r e d  t o  as group 1; 
p r o - n u t r i t i o n  group as group 2; and toy  group as  group 3.
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1. L o w - n u t r i t io n ,  h igh  c a l o r i e :
1 ad f o r  Peps i*
1 ad fo r  F r i t o s  corn  ch ips
1 ad f o r  Hershey bars
2. P r o - n u t r i t i o n :
1 ad f o r  g rapes  
1 ad f o r  mi lk  
1 ad f o r  cheese
3. Toys (non-food):
1 ad f o r  th e  'C lo se .an d  P l a y '  Record P laye r
1 ad f o r  a Leggo b u i ld in g  s e t
1 ad f o r  a Spectograp'h drawing s e t
Within t h e  7-1 /2  minute program, each o f  th e  t h r e e  ads were shown
tw ic e ;  t h a t  i s ,  t h e r e  were t h r e e  commercial  b re a k s ,  each o f  which
f e a t u r e d  two 30-second ads .  For example,  in  t h e  low n u t r i t i o n
c o n d i t i o n ,  t h e  o rde r  was as fo l lo w s :
F i r s t  commercial b reak :  one ad f o r  Peps i  and one f o r
Hershey bars
Second break:  one ad f o r  F r i t o s  and one f o r
Peps i
Th i rd  break:  one ad f o r  Hershey b a r s  and
one f o r  F r i t o s
There was one excep t io n  t o  t h i s .  The commercial f o r  cheese was 60 
seconds and i t  was shown only  once.
The t h r e e  exper im en ta l  program segments w i th  commercials were 
e d i t e d  from t e l e v i s i o n  and 16 mm a d v e r t i s i n g  c l i p s  i n t o  one 1 / 2 - i n c h  
r e e l - t o - r e e l  b la ck  and whi te  v id e o ta p e .  There was an a t tempt  t o  equate  
a l l  commercials f o r  l e n g th  (30 s ec o n d s ) ,  a p p ea l ,  and p ro d u c t io n  
q u a l i t y .  The degree o f  e q u a l i t y  was a s s e s s e d  by a pane l  o f  independent 
ju d g es .  The judges  were r e c r u i t e d  from a U n iv e r s i t y  o f  Montana Radio
^Verbatim t r a n s c r i p t s  o f  ads across  c o n d i t i o n s  appear in  Appendix L.
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and T e l e v i s i o n  Department c l a s s  in  t e l e v i s i o n  p r o d u c t io n .  A l l  judges 
had c o n s id e r a b l e  exp e r ien ce  making and e v a lu a t in g  v id eo tap e  p r o d u c t io n s .  
In  a group s e s s i o n  each judge was asked t o  r e a d  t h e  i n s t r u c t i o n s  on th e  
r a t i n g  form (Appendix J ) ,  t o  view each c o n d i t i o n ,  and th e n  r a t e  th e  
commercials i n  t h e  c o n d i t i o n  on th e  dimensions " v i s u a l  i n t e r e s t , "  
' h u d i to ry  i n t e r e s t , "  "product  a p p e a l , "  and " t e c h n i c a l  q u a l i t y . "  Rat ings  
were on a 7 -p o in t  s c a l e  w i th  ' 1 '  r e p r e s e n t i n g  a low amount of  t h e  
dimension and a '7* a h igh  amount. This  y i e ld e d  f o r  each judge an 
i n d i v i d u a l  r a t i n g  f o r  each exper im en ta l  c o n d i t i o n  on each dimens ion.
The exp e r im en ta l  m an ipu la t ion  was i n t r o d u c e d  as d e sc r ib ed  
p r e v i o u s l y  in  t h e  s e c t i o n  on th e  Behav io ra l  Ea t ing  T e s t .
P r e -  and Pos t -T rea tm en t  In t e r v i e w
Following each BET an in t e r v i e w  was conducted t o  a s s e s s  th e
c h i l d ' s  r e a c t i o n  t o  t h e  foods and, a f t e r  t h e  second BET, t o  th e
t e l e v i s i o n  programming.
The p r e - t r e a t m e n t  i n t e r v i e w  c o n s i s t e d  o f  a number o f  q u e s t i o n s
about f a v o r i t e  foods ,  foods  e a te n  a t  home, e t c . ,  as w e l l  as a Food
P re f e re n c e  Sca le  r a t i n g  o f  foods on th e  BET, which was p a t t e r n e d  a f t e r
a L ik e r t  or Osgood Semantic D i f f e r e n t i a l  e v a l u a t i v e  s c a l e .  For the
Food P re fe re n c e  Sca le  (FPS) th e  fo l low ing  p rocedure  was used:
The exper im en ter  put be fo re  th e  c h i l d  a cardboard  p o s t e r
w i th  s i x  d i f f e r e n t  e v a l u a t i v e  f a c i a l  e x p r e s s i o n s .  She then  s a i d ,
"See t h e s e  faces?  We can use them t o  he lp  us f i n d  out j u s t  
how much you l i k e  d i f f e r e n t  t h i n g s .  (P o in t in g  to  each f a c e , '  
one a t  a t im e )  This i s  t h e  h a p p ie s t  f a c e .  I t  means you 
l i k e  something a whole l o t ,  (Next f a c e )  I f  you p ic k  t h i s  
f a c e ,  i t  means you l i k e  something p r e t t y  much. (Next f a c e )
I f  you p ic k  t h i s  f a c e ,  i t  means you l i k e  something j u s t  a
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l i t t l e  b i t .  (Other end o f  the  s c a l e )  This  i s  th e  saddes t  
f a c e .  I f  you p ick  i t ,  i t  means you d o n ' t  l i k e  i t  a t  a l l .
(Next n e a r e s t  f a c e )  I f  you p ick  t h i s  f a c e ,  i t  means you 
d o n ' t  l i k e  i t  very  much. (Next f a c e )  I f  you p ic k  t h i s  f a c e ,  
i t  means you d o n ' t  l i k e  i t ,  but d o n ' t  l i k e  i t  on ly  a l i t t l e  
b i t . ”
She then  gave th e  c h i l d  some examples t o  r a t e  and w a i ted  t o  proceed
u n t i l  the  c h i l d  appeared t o  unders tand  th e  r a t i n g  p ro ced u re .  She
th e n  s a i d ,  '
"Now, (name) , I 'm  going t o  show you p i c t u r e s ,  one a t  a 
t ime o f  t h e  foods t h a t  were on th e  t r a y  and I ’ d l i k e  you to  
p o in t  t o  t h e  f ace  which shows me how you f e e l  about the  fo o d ."
The exper im enter  he ld  up photographs o f  t h e  food.  As th e  c h i l d  
p o in te d  t o  a f ace  on th e  p o s t e r ,  she marked h i s / h e r  choice  on th e  
FPS Summary (Appendix B). She then  proceeded w i th  th e  r e s t  o f  the  
q u e s t i o n s  in  t h e  p r e - t r e a t m e n t  i n t e r v i e w  (Appendix C).
Following th e  co n c lu s io n  of  th e  second BET, a p o s t - t r e a t m e n t  
i n t e r v i e w  was a d m in i s t e r e d .  I t  r e p e a t e d  q u e s t i o n s  from th e  p r e ­
t r e a tm e n t  i n t e r v i e w  and th e  FPS p rocedu re .  In  a d d i t i o n ,  i t  
a s s e s s e d  ( a )  r e c a l l  and r e a c t i o n  t o  th e  t e l e v i s i o n  program;
(b )  g e n e r a l  t e l e v i s i o n  viewing h a b i t s ;  and (c )  awareness  of  th e  
r e a l  purpose o f  t h e  s tudy .  (See Appendix D, Pos t -T rea tm en t  In te rv ie w ,  
f o r  the  co n ten t  o f  t h e  q u e s t i o n s . )
CHAPTER I I I
RESULTS
I n t e r - r a t e r  r e l i a b i l i t y  in  the  co u n t in g ,  weighing, and measuring
o f  th e  i tems on the  b e h a v io r a l  e a t i n g  t e s t  was c a l c u l a t e d  on approx im ate ly
34% o f  th e  s u b j e c t s  on a random b a s i s .  Comparison o f  t h e  r e s u l t s  of
th e  l a b o r a t o r y  a s s i s t a n t  and a second o bse rve r  y i e l d e d  a mean p e rc e n t
agreement o f  96.3  w i th  a range  o f  91.6 t o  100%. This  was c a l c u l a t e d
by th e  formula :  No of  agreements x
No of  d isagreem ents  p lu s  agreements
The Behav io ra l  Ea t ing  Tes t  (BET) and Food P re f e re n c e  Sca le  (FPS) 
y i e l d e d  a c o n s id e r a b l e  amount o f  d a t a .  The means and s t a n d a rd  d e v ia ­
t i o n s  f o r  th e  tw e lve  foods and beverages  f o r  t h e  BET and FPS a re  
p r e s e n t e d  in  Tables  1 and 2 r e s p e c t i v e l y .
To in c r e a s e  t h e  u n de rs tand ing  and g e n e r a l i t y  of  t h e  d a t a ,  t h e  
s p e c i f i c  food sco res  were combined t o  y i e l d  t o t a l  s c o r e s .  For example, 
"T o ta l  C a l o r i e s "  was c a l c u l a t e d  from the  grams o f  food and m i l l i l i t e r s  
o f  beverage  consumed. C a l o r i e s  pe r  gram and per  m i l l i l i t e r  were de r ived  
from s ta n d a rd  food va lue  t a b l e s  and t o t a l e d  f o r  each s u b je c t  f o r  
p r e t e s t  and p o s t t e s t .
Following i s  a l i s t  of  t h e  combined v a r i a b l e s  employed. I t  should  
be no ted  t h a t  t h e s e  v a r i a b l e s  a re  not n e c e s s a r i l y  independen t .
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T a b le  1
Means and S tandard  D ev ia t ions  f o r  S p e c i f i c  Foods in  
T o t a l  C a lo r i e s  Across P r e t e s t  and P o s t t e s t
P r e t e s t  P o s t t e s t
Standard > Standard Mean
Mean D ev ia t ion Mean Devia t ion D if f e re n c e
1. Hersheys Low-N 68.062 75.891 107.875 79.163 + 39.813
Pro-N 87.400 102.083 112.400 86.023 + 25.000
Toy 126.875 97.294 141.063 86.173 + 14.188
2. F r i t o s Low-N 13.187 16.096 20.687 19.838 + 7.500
Pro-N 15.466 19.361 14.333 22.205 - 1.134
Toy 6.937 12.107 7.687 9.400 + .750
3. Pepsi Low-N 6.813 9.304 11.875 10.346 <+ 5.063""
Pro-N 9.400 12.420 18.800 20.782 + 9.400
- . Toy 14.813 18.982 14.687 18.150 - .125
4. Chips Ahoy Low-N 13.187 16.097 7.813 8.304 _ 5.374
Pro-N 17.533 23.781 19.933 22.014 + 2.397
Toy 19.875 17.362 30.750 31.978 + 10.875
5. Honeycomb Low-N 5.875 8.205 6.125 5.714 + .250
Pro-N 4.800 4.586 8.467 6.266 + 3.667
Toy 5.500 4.590 7.625 10.582 + 2.125
6 . Kool-Aid Low-N 8.063 9.190 14.937 15.229 + 6.874
Pro-N 13.533 14.667 20.867 19.171 + 7.334
Toy 7.875 9.851 12.063 18.339 + 4.188
7. Grapes Low-N 5.000 7.840 4.187 7.820 _ .813
Pro-N 3.070 2.890 2.400 2.354 - .667
Toy 4o 000 5.703 1.813 2.762 - 2.188
. 8. Cheese Low-N 8.250 8.194 21.250 33.008 + 13.000
Pro-N 16.276 15.002 14.133 15.918 - 2.134
Toy 8.500 12.554 7.750 8.575 - 0*750
9. Milk Low-N 3.375 4.828 10.625 17.610 + 7.250
Pro-N 6.866 8.782 8.800 17.664 + 1.933
Toy 11.120 24.044 7.687 17.647 - 3.440
10. C a r ro t s Low-N .500 .816 0.687 1.537 + .187
Pro-N .733 1.099 0.467 .743 J - .266
Toy .687 ."946 0.500 .817 - .187
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Table  1 Cont inued
P r e t e s t  P o s t t e s t
S tandard Standard Mean
Mean D evia t ion Mean Devia t ion Difference
Apples Low-N .937 1.769 1.000 • 1.788 + .063
Pro-N 1.600 2.324 2.933 3.770 + 1.333
Toy 3.188 2.903 3.438 3.483 + .250
Orange Low-N 6.187 9.232 7.187 8.216 + 1.000
J u ic e Pro-N 5.667 7.788 3i267 5.910 - 2 .400
Toy 3.437 9.187 4.375 7.347 + .938
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T a b le  2
Means and Standard  D ev ia t ions  f o r  t h e  Food P re fe re n c e  
Sca le  Across P r e t e s t  and P o s t t e s t
P r e t e s t  P o s t t e s t
Standard Standard Mean
Group Mean Devia t ion Mean Dev ia t ion D if feren t
1. Hershey Low-N 5.563 .892 5.688 .602 + .125
Pro-N 5.467 .743 5.800 .414 .333
Toy 5.000 1.461 5.375 .806 + .375
2. F r i t o s Low-N 4.938 1.124 5.438 .892 + .500
Pro-N 4.467 1.767 4.933 1.335 + .466
Toy 5.188 1.047 5.375 1.025 + .187
3. Peps i Low-N 5.188 1.328 5.125 1.408 — .063
Pro-N 5.000 1.000 5.133 1.125 + .133
Toy 5.688 .602 5.563 .629 - .037
4. Chips Ahoy Low-N 4.313 1.702 4.375 2.156 + .062
Pro-N 5.133 1.187 4.867 1.506 - .266
Toy 5.250 1.125 5.563 0.629 .313
5. Honeycombs Low-N 5.125 1.088 4.938 1.340 - .187
Pro-N 4.933 1.335 5.000 1.464 + .067
Toy 5.000 1.155 4.625 1.628 - .375
6. Kool-Aid Low-N 4.750 1.528 5.063 1.181 + .313
Pro-N 4.533 1.642 5.467 0.743 + .934
Toy 4.688 1.621 5.188 1.559 .500
7. Grapes Low-N 4.938 1.690 5.063 1.181 + .125
Pro-N 4.800 1.781 4.467 1.885 - .333
Toy 4.625 1.544 3.938 2.016 - .687
8. Cheese Low-N 4.563 1.320 4.438 1.711 — .125
Pro-N 3.933 2.154 4.000 2.070 + .100
Toy 4.250 1.483 4.813 1.471 + .563
9. Milk Low-N 4.875 1.204 5.063 1.389 + .188
Pro-N 5.000 1.464 4.667 1.759 - .333
Toy 4 .250 1.612 4.250 1.770 C(.000
10. C a r ro t s Low-N 4.375 1.708 4.125 1.628 _ .250
Pro-N 4.333 1.718 3.867 1.995 - .466
Toy 4.688 1.580 4.438 2.065 - .250
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Table  2 Continued
P r e t e s t  P o s t t e s t
S tandard Standard Mean
Group Mean Devia t ion Mean D evia t ion D if fe ren t
1 1 . Apples Low-N 4.813 1.682 4.813 1.721 .000
Pro-N 5.200 1.424 4.933 1.387 -  .267
Toy 4.313 1.662 4.750 1.390 + .437
12. Orange Low-N 4.250 1.807 4.750 ,1.732 + .500
J u ic e Pro-N 4.267 1.870 4.333 1.718 + . 066
Toy 4.500 1.789 4.438 1.413 -  .062
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1. T o ta l  c a l o r i e s —food
2. T o t a l  c a l o r i e s —beverages
3. T o t a l  c a l o r i e s — foods and beverages
4.  T o t a l  grams
5. T o t a l  m i l l i l i t e r s
6. T o t a l  food p r e f e r e n c e  s co re ,  foods  and beverages
The means and s t an d a rd  d e v ia t i o n s  f o r  th e  combined v a r i a b l e s  a re  
p r e s e n t e d  in  Table  3. Much of  th e  subsequent s t a t i s t i c a l  a n a ly se s  w i l l  
be p r e s e n te d  in  terms o f  t h e s e  combined v a r i a b l e s .  P a r t i c u l a r  emphasis 
w i l l  be g iven  t o  the  combined v a r i a b l e s  T o t a l  C a l o r i e s  (food and 
b e v e rag e s )  and T o t a l  Food P re fe re n c e  Scores  (food and b e v e r a g e s ) ,  s in ce  
t h e s e  a re  th e  most in fo r m a t iv e  of  th e  combined v a r i a b l e s .
To beg in  w i th ,  t h e r e  was c o n s id e ra b le  i n t e r s u b j e c t  v a r i a b i l i t y .  
S tandard  d e v i a t i o n s  f o r  th e  combined v a r i a b l e s  (Table 3) were l a r g e .
For example,  f o r  T o t a l  C a l o r i e s ,  combined p r e t e s t  means were 137.88, 
182.33,  and 212.81 f o r  groups 1, 2, and 3, r e s p e c t i v e l y ,  and s tan d a rd  
d e v i a t i o n s  were 109.181, 120.964, and 133.095, r e s p e c t i v e l y .  To 
determine  whether th e  p r e t e s t  means f o r  T o t a l  C a l o r i e s  were 
s t a t i s t i c a l l y  d i f f e r e n t ,  an a n a l y s i s  o f  v a r i a n c e  was conducted; t h e r e  
was no s i g n i f i c a n t  d i f f e r e n c e  a t  t h e  .05 l e v e l .
Between Group D i f f e ren ces
Repeated measures an a ly se s  o f  v a r i a n c e  were c a l c u l a t e d  t o  t e s t  
f o r  between and w i th in  group d i f f e r e n c e s  (Table 4 ) .  To help  c o r r e c t  
f o r  l a r g e  i n t e r s u b j e c t  v a r i a b i l i t y  and p o s s i b l e  n o n -n o r m a l i t y , a . s q u a r e -  
r o o t  t r a n s f o r m a t i o n  was performed on th e  combined v a r i a b l e s .  The 
a n a ly se s  o f  v a r i a n c e  were then  conducted on th e  t r an s fo rm ed  d a t a .
The between groups a n a l y s i s  f a i l e d  t o  e x h i b i t  s i g n i f i c a n c e  on any 
o f  t h e  combined v a r i a b l e s  (Table  4 ) .  The p r o b a b i l i t i e s  o f  t h e  between
T a b le  3
Means and S tandard  D ev ia t ions  f o r  Combined V a r ia b le s  on P r e t e s t  
P o s t t e s t  and P re -P os t  D i f f e r e n c es  
Groups I (L o w -N u t r i t io n ) ,  I I  ( P r o - N u t r i t i o n ) ,  and I I I  (Toys)
P r e t e s t  P o s t t e s t
S tandard  S tandard  Mean
Group Mean D evia t ion Mean Devia t ion D if f e ren ce
1. T o t a l  C a l o r i e s Low-N 113.440 99.850 169.630 96.030 +56.190
Food Pro^N 146.870 103.430 175.070 100.960 +28.200
Toys 175.560 116.660 200.620 83.280 +25.000
2. T o t a l  C a l o r i e s Low-N 24.440 21.820 44.630 38.190 +20.190
Beverages Pro-N 35.470 28.560 51.730 31.550 +16.260
Toys 37.250 53.290 38.810 52.390 + 1.560
3. T o t a l  C a l o r i e s Low-N 137.880 109.181 214.250 101.911 +76.380
Combined Pro-N 182.330 120.964 226.800 117.398 +44.470
Toys 212.810 133.095 239.440 103.167 +26.630
4. T o t a l  Grams Low-N 36.310 31.278 46.500 28.967 +10.190
Pro-N 40.930 25.331 46.670 23.533 + 5.730
Toys 50.810 35.448 51.310 19.043 + 0.500
5. T o t a l  M i l l i l i t e r s Low-N 54.130 48.659 96.130 69.425 +42.000
Pro-N 77.400 61.539 115.070 68.511 +37.670
Toys 78.810 108.261 84.940 111.136 + 6.130
6. T o t a l  Food Low-N 57.69 10.550 58.880 11.413 + 1.190
P r e f e r e n c e  Score Pro-N 57.07 11.707 57.470 10.850 + 0.400
(Comb.) Toys 57.00 8.579 58.310 7.300 + 0.870
47
T a b le  4
Analyses of Variance  With Repeated Measures f o r  the  
Low -Nutr i t ion ,  P r o - N u t r i t i o n  and 
Non-Food A dve r t i s ing  Groups
Combined V ar iab le s Source SS MS df F P r o b a b i l i t y
1. T o t a l  C a l o r i e s A 76.919 38.460 2 1.249 0.296
Foods J 84.993 84.993 44 9.754 0.003**
AJ 19.501 9.751 88 1.119 0.336
2. T o t a l  C a l o r i e s A 20.308 10.154 2 0.599 0.559
Beverages J 34.222 34.222 44 8.123 0.007**
AJ 10.650 5.325 88 1.264 0.292
3. T o ta l  C a lo r ie s A 74.072 37.036 2 1.107 0.340
Combined J 123.990 123.988 44 14.994 0.001***
AJ 27.794 13.897 88 1.681 0.196
4. T o ta l  Grams A 15.095 7.548 2 0.966 0.609
J 9.997 9.997 44 4.350 0.040*
AJ 3.377 1.689 88 0.735 0.510
5. T o t a l  M i l l i l i t e r s A 49.217 24.608 2 0.684 0.514 1
J 77.428 77.428 44 8.411 0.006**
AJ 20.843 10.422 88 1.132 0.332
6.  T o t a l  Food A 16.090 8.045 2 0.044 0.957
P re fe re n c e  Score J 16.181 16.181 44 0.726 0.596
(Food and Beverages) AJ 2.425 1.213 88 0.054 0.946
Note! Conducted on the  square  r o o t  t rans fo rm ed  da ta  
*p <j.05
<j • 0 1
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groups a n a l y s i s  ranged from .079 (a s t ro n g  t r e n d )  t o  .76 (obv ious ly  
not s i g n i f i c a n t ) .  A major problem w i th  t h e  between groups a n a ly se s  
was th e  ve ry  l a r g e  s tan d a rd  d e v i a t i o n s .  There were a l s o  no s i g n i f i c a n t
I
i n t e r a c t i o n  e f f e c t s .
Within Group D i f f e ren ces
Within-group ( i . e . ,  p r e - p o s t  changes)  e f f e c t s  were s i g n i f i c a n t  a t  
t h e  a lpha  = .05 or  .01 l e v e l s  f o r  f i v e  v a r i a b l e s .
P r e - p o s t  changes were a l s o  ana lyzed  f o r  s i g n i f i c a n c e  by group; 
t h a t  i s ,  wit 'h in-group e f f e c t s  were broken down by group to  de termine  
whether t h e r e  was a d i f f e r e n t i a l  c o n t r i b u t i o n  t o  th e  s i g n i f i c a n t  
e f f e c t .  Matched groups t  t e s t s  were c a l c u l a t e d  f o r  groups 1, 2, 
and 3 on th e  s i x  combined v a r i a b l e s  (Table  5 ) .  I t  i s  noteworthy t h a t  
s i g n i f i c a n t  p r e - p o s t  changes f o r  group 1 were i n  t h e  p r e d i c t e d  d i r e c t i o n  
f o r  fo u r  combined v a r i a b l e s ,  whereas changes f o r  group 2 were s i g n i f i c a n t  
only f o r  two v a r i a b l e s  and th e  p r e - p o s t  changes f o r  group 3 were not 
s i g n i f i c a n t  on any o f  t h e  v a r i a b l e s .
Analyses o f  S p e c i f i c a l l y  A dver t i sed  Foods
A d d i t io n a l  an a ly se s  were conducted f o r  s p e c i f i c  a d v e r t i s e d  foods 
(See Table  1 f o r  means and s tan d a rd  d e v i a t i o n s  f o r  s p e c i f i c  f o o d s ) .  
Repeated measures an a ly se s  o f  v a r i a n c e  were conducted on th e  v a r i a b l e  
T o t a l  C a lo r i e s  (Table 6 ) .  This  v a r i a b l e  was s e l e c t e d  because i t  appeared 
t o  be th e  b e s t  common measure f o r  foods and b everages .  While i t  may be 
argued t h a t  l o w - n u t r i t i o n  foods  are  o f t e n  h ig h  i n  c a l o r i e s  and t h a t  an 
i n c r e a s e  i n  c a l o r i e s  pe r  se does not sugges t  c o n c lu s iv e ly  a p re f e r e n c e  
f o r  . l o w - n u t r i t i o n  food,  i t  i s  t r u e  t h a t  o b e s i t y  r e s u l t s  from an ex ce s s iv e
I’d 
I'd
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T a b le  5
Matched Group t  T e s t s  fo r  P re -P o s t  Mean Changes 
f o r  S ix  Combined V ar iab le s
Groups Mean D i f f e ren ce t
1. T o t a l  C a lo r i e s Low-Nutri t ion 56.19 2.419-
(Food) P r o - N u t r i t i o n 28.20 1.256
Toy 25.06 .918
2. T o t a l  C a l o r i e s Low-Nutri t ion 20.19 2.670'
(Beverages) P r o - N u t r i t i o n 16.26 2.360'
Toy 1.56 .143
3. T o t a l  C a l o r i e s Low-Nutr i  t  i  on 76.38 3.384'
(Combined) P r o - N u t r i t i o n 44.47 1.693
Toy 26.63 1.064
4. T o t a l  Grams Low-Nutri t ion 10.19 1.696
P r o - N u t r i t i o n 5.73 .801
Toy .50 .073
5. T o t a l  M i l l i t e r s Low-Nutri t  ion 42.00 2.700
P r o - N u t r i t i o n 37.67 2.520'
Toy 6.13 .273
6. T o t a l  Food P r e f . Low-Nutrit  ion 1.19 1.102
Score (Combined) P r o - N u t r i t i o n .40 .244
Toy .87 .415
<i .05 .  
<̂  • 01  •
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T a b le  6
Repeated Measures Analyses  o f  Variance  on T o ta l  
C a lo r i e s  f o r  S p e c i f i c  A dver t i sed  Foods
Source SS MS df F Prob.
1. Hersheys A a 36358.5000 18179.2000 2 1.474 0.23896
J b 16331.1000 16331.1000 1 5.115 0.02704*
AJ 2646.9900 1323.4900 2 0.414 0.66874
2. F r i t o s A 1639.5400 819.7700 2 1.626 0.20684
J 140.6910 140.6910 1 1.889 0.17307
AJ 323.4420 161.7210 2 2.171 0.12423
3. Peps i A 553.7410 276.8700 2 0.733 0.50972
J 514.8940 514.8940 1 4.676 0.03396*
AJ 352.9630 176.4810 2 1.603 0.21139
4. Grapes A 66.6746 33.3373 2 0.617 0.54894
J ~ 35.7872 35.7872 1 6.101 0.01658*
AJ 11.1086 5.5543 2 0.947 0.60207
5. Cheese A 991.4020 495.7010 2 1.351 0.26878
J 286.1280 . 286.1280 1 1.107 0.29878
' AJ 1104.5100 552.5230 2 2.137 0.12818
6 . Milk A 95.4337 47.7169 2 0.124 0.88321
J 86.1702 86.1702 1 0.549 0.53069
AJ 456.8940 228.4470 2 1.455 0.24324
aA = Groups
bJ  = P r e t e s t ,  p o s t t e s t
*p <2 . 0 5 .
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i n t a k e  o f  c a l o r i e s  and t h a t  an i n c r e a s e  i n  c a l o r i e s  a lone  r e g a r d l e s s  
o f  t h e  n u t r i t i o n a l  v a lu e  o f  t h e  food, i s  im p o r tan t .
The ana lyses  i n d i c a t e d  s i g n i f i c a n t  w i th in  groups ( p r e - p o s t )  e f f e c t s  
fo r  P e p s i ,  Hersheys and g r a p e s .  As with th e  combined v a r i a b l e s ,  t h e se  
p r e - p o s t  changes were f u r t h e r  analyzed by group t o  de te rmine  i f  t h e r e  
were group d i f f e r e n c e s .  Matched groups t  t e s t s  were u t i l i z e d  t o  t e s t  
f o r  p r e - p o s t  changes w i th in  a group. R e s u l t s  appear  in  Table  7. For 
two o f  t h e  l o w - n u t r i t i o n  foods  (Hersheys and F r i t o s )  r e s u l t s  were in  
t h e  p r e d i c t e d  d i r e c t i o n .  For Hersheys,  mean d i f f e r e n c e s  in  T o t a l  C a l o r i e s  
f o r  groups 1, 2,  and 3 were +39.81,  +25.00, and +14.18,  r e s p e c t i v e l y .
The d i f f e r e n c e  f o r  group 1 was s i g n i f i c a n t ,  whi le  t h a t  f o r  groups 2 
and 3 were not. '  S im i la r  r e s u l t s  were o b ta in ed  f o r  F r i t o s .  For P ep s i ,  
i t  appears  t h a t  r e s u l t s  were in  th e  o p p o s i t e  d i r e c t i o n  p r e d i c t e d .  Group 
2 i n c r e a s e d  t h e i r  consumption s i g n i f i c a n t l y  whi le  groups 1 and 3 did n o t .  
P r o - n u t r i t i o n a l  a d v e r t i s i n g  d id  not appear t o  have a s i g n i f i c a n t  e f f e c t .  
Repeated measures a n a l y s i s  o f  v a r i a n c e  again  sugges ted  no s i g n i f i c a n t  
between-groups e f f e c t  or  i n t e r a c t i o n s .
The Food P re fe re n c e  Scores  f o r  t h e  a d v e r t i s e d  foods  were a l so  
ana lyzed  (Appendix,  Table  8 ) .  Analyses o f  v a r i a n c e  performed on th e
J
t h r e e  foods f o r  which BET sco re s  achieved  s i g n i f i c a n c e  f a i l e d  to  
demonst ra te  any c o n s i s t e n t  s i g n i f i c a n t  between, w i t h i n ,  or  i n t e r a c t i o n  
e f f e c t s .
I n d i v i d u a l  V a r iab le s
Supplementary an a ly se s  were conducted t o  de te rm ine  i f  p a r t  of  the  
i n i t i a l  v a r i a b i l i t y  o f  s u b j e c t s  was due t o  sex or socioeconomic 
d i f f e r e n c e s .
T a b le  7
Matched Groups t  Tes t  f o r  P r e - P o s t  Mean Changes 
on T o ta l  C a l o r i e s  f o r  S p e c i f i c  
A d ver t i s ed  Foods
Group Mean D if fe rence t
1. Hersheys Low-Nutri t ion "• + 39.813 2.63
P r o - N u t r i t i o n " • .. + 25.000 1.47
Toys + 14.188 .54
2. F r i t o s Low-Nutri t  ion + 7.500 2.16
P r o - N u t r i t i o n - 1.134 .31
Toys + .750 .40
3. Peps i Low-Nutr i t ion + 5.063 1.76
P r o - N u t r i t i o n + 9.400 2.29
Toys - .125 .03
4. Grapes Low-Nutri t ion - .813 1.37
P r o - N u t r i t i o n - .667 .88
Toys - 2.188 1.92
5. Cheese Low N u t r i t i o n + 13.000 1.55
Pro N u t r i t i o n + 2.134 .52
Toys - .750 .25
6. Milk Low N u t r i t io n . + 7.250 1.67
Pro N u t r i t i o n + 1.933 .44
Toys - 3.440 .74
p <! . 0 5 .
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Sex d i f f e r e n c e s . The means and s t a n d a rd  d e v i a t i o n s  by sex 
f o r  t h e  fou r  main combined v a r i a b l e s  f o r  p r e t e s t  and p o s t t e s t  a re  
p re s e n te d  in  Table  9. In  almost a l l  i n s t a n c e s  on t h e  p r e t e s t  f o r  
T o t a l  C a l o r i e s ,  T o t a l  Grams, and T o ta l  M i l l i l i t e r s ,  boys consumed more 
than  g i r l s .  For example,  on T o t a l  C a l o r i e s  i n  group 1, the  mean f o r  
boys was 154.125, wh i le  f o r  g i r l s  i t  was 69 .750.  For group 2 th e  
mean f o r  boys was 175.714 w hi le  f o r  g i r l s  i t  was 120.75.
The tendency f o r  boys t o  consume more was apparan t  on th e  p o s t t e s t  
as w e l l .  For example,  w ith  group 1, th e  T o t a l  C a l o r i e s  mean f o r  boys 
was 179.0 and f o r  g i r l s  160.250; and w i th  group 2, th e  boys '  mean 
was 239.143, whi le  t h a t  f o r  g i r l s  was 119 .0 .
P r e t e s t  and p o s t t e s t  sex d i f f e r e n c e s  were s t a t i s t i c a l l y  analyzed  
t o  dete rmine  i f  th e y  were s i g n i f i c a n t .  For the  p r e t e s t  t h e  e x p e r i ­
menta l  groups were combined, s in c e  they  had not y e t  been exposed t o  
any t r e a t m e n t ,  and th e n  ana lyzed  by sex .  R e s u l t s  appear  in  Table  10. 
One-way ana lyse s  o f  v a r i a n c e  f o r  T o ta l  C a l o r i e s ,  T o t a l  Grams, T o t a l  
M i l l i l i t e r s ,  and T o t a l  Food P re fe re n c e  Score showed s i g n i f i c a n t  
d i f f e r e n c e s  between sexes f o r  T o t a l  C a l o r i e s  and T o t a l  M i l l i l i t e r s .
Pos t -hoc  an a ly se s  ( t  t e s t s )  were performed on th e  p o s t t e s t  scores  
by sex and group t o  de te rmine  i f  t h e  t r e a tm e n t  had a d i f f e r e n t i a l  e f f e c t  
depending on sex .  R e s u l t s  appear  in  Table  11. S i g n i f i c a n t  ( a t  th e  .05 
l e v e l )  d i f f e r e n c e s  between sexes were found only  f o r  group 2 f o r  
T o t a l  C a lo r i e s  and T o t a l  Grams.
T a b le  9
T o t a l  C a l o r i e s
T o t a l  Grams
T o t a l  M i l l i l i t e r s
T o t a l  Food 
P r e f e re n c e  Score
Means and S tandard  D ev ia t ions  f o r  Sex D i f f e r e n c e s  
Across P r e -  and P o s t t e s t
P r e t e s t  P o s t t e s t
Standard Standard
Group n Sex Mean D ev ia t ion Mean Devia t ion
Low-N 16 Male 154.125 112.862 179.000 89.813
Female 69.750 24.617 160.250 107.211
Pro-N 15 Male 175.714 121.293 239.143 98.140
Female 120.750 84.346 119.000 66.580
Toy 16 Male 197.000 94.507 218.500 52.307
Female 154.125 138.502 182.750 106.744
Low-N 16 Male 42.625 28.369 41.375 20.894
Female 30.000 34.649 51.625 36.075
.Pro-N 15 Male 42.256 28.347 60.143 22.748
Female 39.750 24.312 34.875 17.988
Toy 16 Male 54.125 22.906 53.375 12.626
Female 47.500 46.290 49.250 24.656
Low-N 16 Male 57.500 46.090 82.625 55.451
Female 50.750 54.063 109.625 100.131
Pro-N 15 Male ,, 100.714 68.777 147.286 64.046
Female 57.000 50.005 85.875 62.652
Toy 16 ' Male 141.375 125.837 131.875 143.236
Female 16.250 18.274 38.000 30.242
Low-N 16 Male 37.250 6.880 37.000 9.000
Female 40.000 6.840 40.750 7.686
Pro-N 15 Male 39.857 6.790 38.857 7.175
F emale 36.875 8.670 37.000 8.734
Toy 16 Male 40.375 4.920 40.125 4.734
Female 36.250 7.106 37.600 6.232
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T a b le  10
One-way Analyses  of Variance  on P r e t e s t  Scores 
f o r  Sex D i f f e r e n c e s 3
One-Way Analys is  of Var iance : SS MS df F P ro b .
T o t a l  C a l o r i e s A 45,265.40 45 ,265 .40 1 4.164 0.0445*
T o ta l  Grams A 649.83 649.83 1 0.671 ' 0.5575
T o t a l  M i l l i l i t e r s A 40,183.30 40 ,183 .30 1 7.853 0.0074*'
T o ta l  Food P re fe re n c e  
Score
A 20.99 29.99 1 0.202 0.6595
3.S u b je c t s  i n  a l l  t h r e e groups ■were f i r s t combined i n t o  pnei group and
then  d iv id ed  i n t o  groups of  males (N = 23) and females  (N = 24) .
* p < .05
** p C .01
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T a b le  11
S i g n i f i c a n c e  of Sex D i f f e re n c e s  on P o s t -T e s t
Hale-Female 
D i f fe rence  a t
T o t a l  C a l o r i e s  Low-Nutri t ionb +18.750 .354
P r o - N u t r i t i o n  +120.143 2 .6 1 2 “
Toy +35.750 .795
T o ta l  Grams Low-Nutr i t ion  -10.250 .650
P r o - N u t r i t i o n  +25.268 2.230*
Toy + 4 . 1 2 5  .394
T o t a l  M i l l i l i t e r s  Low-Nutr i t ion  -27.000 .624
P r - N u t r i t i o n  +61.411 1.740
Toy +93.875 1.696
T o t a l  Food
P re fe re n c e  Score  Low-Nutri t ion -3.750 .839
P r o - N u t r i t i o n  +1.857 .415
Toy +2.525 .854
aA p o s i t i v e  sco-re means more food was consumed by boys than g i r l s
bn f o r  males and females  was 8 except f o r  males in  group 2,  which 
numbered 7.
*p C . 0 5 .
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There seemed to  be no c o n s i s t e n t  sex d i f f e r e n c e s  i n  t h e  e f f e c t  
o f  t h e  ex p e r im en ta l  t r e a t m e n t .  For group 1, g i r l s '  consumption in  
c a l o r i e s ,  grams and m i l l i l i t e r s  ro se  more s h a r p ly  th a n  boys ( e . g . ,  f o r  
T o t a l  C a l o r i e s ,  mean d i f f e r e n c e s  o f  +24.87 f o r  boys but +90.50 f o r  
g i r l s ) .  However, f o r  group 2 in  c a l o r i e s  and grams, boys '  consumption 
appeared t o  have i n c r e a s e d  whi le  t h a t  f o r  g i r l s  decreased  ( e . g . ,  fo r  
T o ta l  C a l o r i e s ,  mean d i f f e r e n c e s  of  +63.43 f o r  boys but -1 .7 5  f o r  
g i r l s .  And in  group 3 changes f o r  each sex  appeared t o  be about th e  
same ( f o r  T o t a l  C a l o r i e s ,  mean d i f f e r e n c e s  o f +21.5 f o r  boys and +28.62 
f o r  g i r l s ) .
Socioeconomic d i f f e r e n c e s . Means and s t a n d a rd  d e v ia t i o n s  by SES
f o r  a l l  c h i l d r e n  combined f o r  t h e  p r e t e s t  f o r  t h e  f o u r  main combined 
v a r i a b l e s  appear i n  Table 12. An a n a l y s i s  o f  v a r i a n c e  conducted on 
SES l e v e l s  r e v e a l e d  a s i g n i f i c a n t  d i f f e r e n c e  between SES l e v e l s  f o r  
T o t a l  M i l l i l i t e r s  and f o r  T o t a l  Food P re fe re n c e  Score (Table 13) .
As w i th  sex d i f f e r e n c e s ,  p o s t t e s t  s co re s  were a l s o  analyzed  t o  
dete rmine  i f  t h e r e  were d i f f e r e n c e s  in  t r e a tm e n t  e f f e c t s  between 
SES groups .  Means and s t a n d a rd  d e v i a t i o n s  by socioeconomic group 
f o r  T o t a l  C a l o r i e s  and T o t a l  M i l l i l i t e r s  appear in  Table  14. Each 
p o s t t e s t  SES mean was., compared w i th  every o th e r  mean by group (except 
where n<2) by means of  i n d i v i d u a l  t  t e s t s .  For example,  f o r  t o t a l  
c a l o r i e s  i n  th e  p r o - n u t r i t i o n  c o n d i t i o n ,  comparisons were made 
between l e v e l s  3 & 4,  3 & 5, and 4 & 5. The t e s t s  f a i l e d  t o  f i n d  
s i g n i f i c a n c e  f o r  any o f  the  SES comparisons ,  su g g es t in g  no s i g n i f i c a n t  
t r e a tm e n t  by SES group i n t e r a c t i o n .
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T a b le  12
Means and Standard  D ev ia t ions  by Socioeconomic D i f f e r e n c e  
f o r  a l l  Chi ld ren  Combined on the  P r e t e s t 3
SES
Level n Mean sd.
1. T o t a l  C a l o r i e s (1) 3 256.67 112.877
(2) - 5 130.00 96.039
(3) 19 199.00 137.481
(4) 13 133.076 90.566
(5) 7 202.143 144.339
2. T o t a l  Grams (1) 3 38.333 10.263
(2 j 5 37.400 28.343
(3) 19 50.434 39.043
(4) 13 31.769 20.705
(5) 7 47.714 29.375
3 . '  T o t a l  M i l l i l i t e r s (1 ) 3 225.667 156.404
(2) 5 36.200 38.213
(3) 19 67.105 66.841
(4) 13 51.385 39.734
( 5 ) . 7 69.571 74.426
4.  T o t a l  Food (1) 3 60.333 10,408
P re f e re n c e  Score (2 ) 5 52.600 10.714
(3) 19 61.053 9.294
(4) 13 57.846 9.582
(5) 7 46.857 8.707
S u b je c t s  in  a l l  t h r e e groups were f i r s t combined i n t o  one grc
and then  d iv ided  i n t o  groups by socioeconomic s t a t u s ,  us ing  
H o l l i n g s h e a d ' s f i v e - f a c t o r  index* For l e v e l  d e s i g n a t i o n s ,  see 
Appendix G.
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Table 13
One-Way Analyses 
f o r
o f  Variance 
Socioeconomic
on P r e t e s t  
Leve l3
Scores
Source SS MS df F Prob
T o ta l C a l o r i e s  A 35,110.00 8 ,777.50 4 0.738 0.57
T o t a l Grams A 3,075.06 768.76 4 0.784 0.54
Tota l M i l l i l i t e r s  A 83,073.90 20 ,768.50 4 4.660 0.00
T o ta l Food A 907.96 226.99 4 2.520 0.05-
Pre fe re n c e  Score
ci S u b je c t s  in  a l l  t h r e e  groups  were f i r s t  combined i n t o  one group and th e n  
d iv id e d  i n t o  groups by socioeconomic s t a t u s ,  u s ing  Hol l ings 'head 's  f i v e - f a c t o r  
index .
*p < .  05.
**p <: .01.
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T a b le  14
Means and S tandard  D ev ia t ions  on P o s t t e s t  
f o r  Socioeconomic Levels a
SES S tandard
Level n Mean D evia t ion
T o t a l  C a l o r i e s
Group 1 1 1
Low-Nutr i t ion  2 1
3 8 215.25 104.876
4 6 140.00 65.915
5 0
Group 2 1 1 -
P r o - N u t r i t i o n  2 0 -
3 5 144.80 86.860
4 4 127.00 79.619
5 5 241.20 120.055
Group 3 1 1 -
Toy 2 4 226.00 115.939
3 5 184.80 37.212
4 3 222.67 . .6.110
5 2 104.50 143.543
T o t a l  M i l l i t e r s
Group 1 1 1
Low-Nutr i t ion  2 1
3 8 65.12 64.106
4 6 116.67 63.670
5 0
Group 2 1 1 -
P r o - N u t r i t i o n  2 0 -
3 5 100.0 89.864
4 4 103.0 70.000
5 5 124.0 51.481
Group 3 1 1 -
(Toy) 2 4 79.75 42.382
3 '  5 107.40 165.358
4 3 42.00 70.164
5 2 40.00 38.184
aFor l e v e l  d e s i g n a t i o n s ,  see  Appendix G.
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C o r r e l a t i o n  Between B ehav io ra l  Ea ting  T es t  and S e l f - R e p o r t  Food 
P re fe re n c e  Sca le
The r e l a t i o n s h i p  between th e  BET and t h e  s e l f - r e p o r t  FPS was 
a l s o  examined. C o r r e l a t i o n s  f o r  T o ta l  C a l o r i e s  and t h e  FPS s c a l e  
on t h e  p r e t e s t  and th e  p o s t t e s t  a re  shown i n  Table  16. C o r r e l a t i o n s  
range  from +.01 to  + .35 ,  There appear t o  be no c o n s i s t e n t  p a t t e r n s  
t o  t h e s e  c o r r e l a t i o n s .
In t e r v i e w  Data
The p r e s e n t a t i o n  o f  t h e  q u e s t i o n n a i r e  d a ta  w i l l  be o rd e red  by- 
su b to p ic s  (See Appendices H and I  f o r  s p e c i f i c  q u e s t i o n s  and r e s p o n s e s . )
T e l e v i s i o n  v iew ing . Approximately 95% o f  th e  c h i l d r e n  s tu d i e d  
had t e l e v i s i o n  s e t s .  This  f i g u r e  i s  s i m i l a r  t o  t h e  n a t i o n a l  s t a t i s t i c s  
(Schram, Lyle ,  and P a rk e r ,  1961).  The c h i l d r e n  i n  t h e  c u r r e n t  s tudy 
r e p o r t e d  watching t e l e v i s i o n  f r e q u e n t l y — a t  l e a s t  two t imes  a week. 
F o r ty -n in e  p e r c e n t  s a i d  t h e y  watch TV every  day, w h i le  27.7  r e p o r t e d  
t h e y  watch TV every  o th e r  day, and 21.3  p e rc en t  r e p o r t e d  they  watch 
TV two times  a week.
Unders tanding th e  purpose  o f  commercials . I t  appeared t h a t  few
o f  t h e  c h i l d r e n  i n  t h i s  s tudy  unders tood  what a commercial  was or  was 
des igned  t o  do. Only 6.5% were ab le  t o  d e f in e  "commercial"1s C o r r e c t ly ;  
72.3% s a i d  they  d i d n ’t  know, and 14.9% a t tem p ted  a d e f i n i t i o n  but were 
i n c o r r e c t .  There was a s i m i l a r  breakdown f o r  u n de rs tand ing  the  
d i f f e r e n c e  between a commercial and a program.
E f f e c t s  o f  commercials on c o g n i t i v e  p r o c e s s e s . Roughly 47% of 
t h e  s u b j e c t s  s a i d  they  remembered th e  commercials .  I t  appeared t h a t
T a b le  16
C o r r e l a t i o n s  Between t h e  Behav io ra l  Ea t ing  Tes t  
(T o ta l  C a l o r i e s )  and th e  S e l f - R e p o r t  
Food P re f e re n c e  Sca le
Group 1
Low-Nutr i t ion  P r e t e s t  +.13
P o s t -T e s t  +.01
Group 2
P r o - N u t r i t i o n  P r e t e s t  +.35
P o s t -T es t  +.27
Group 3 
Toys P r e t e s t  
P o s t -T es t
+.18 
+ .10
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somewhat l e s s  th a n  t h i s  a c t u a l l y  d id  so.  In  group 1, 31.3% c o r r e c t l y  
i d e n t i f i e d  a t  l e a s t  one a d v e r t i s e d  i tem; i n  group 2 only  6.75% d id ;  
and in  group 3, 25 .1  remembered a t  l e a s t  one i tem .  The p e rcen tage  
o f  c h i l d r e n  who c o r r e c t l y  i d e n t i f i e d  two items from t h e  commercials 
were 31 .3 ,  0 .0 ,  and 12.5 f o r  groups 1, 2, and 3,  r e s p e c t i v e l y .  These 
comparisons o f f e r  some s u g g e s t iv e  d a ta  on th e  r e s p e c t i v e  impact of  
d i f f e r e n t  types  o f  a d v e r t i s i n g ,
I
As f o r  a b i l i t y  t o  d e s c r ib e  what happened i n  t h e  commercials ,  
on ly  6.3% could  a c c u r a t e l y  d e sc r ib e  a t  l e a s t  one commercial  i n  group 1. 
None of  t h e  c h i l d r e n  i n  th e  o th e r  c o n d i t i o n s  were a b le  t o  do t h i s .
When asked i f  th e y  though t  they  saw any food i tems from t h e  t r a y  
on th e  t e l e v i s i o n  sequence,  i n  group 1, 31.3% s a i d  they  saw t h e s e  foods 
i n  th e  t e l e v i s i o n  program, compared t o  20% and 6.3% i n  groups 2 and 
3 r e s p e c t i v e l y .  I t  i s  i n t e r e s t i n g  t h a t  6.3% o f  th e  c h i l d r e n  i n  group 3 
(no food a d v e r t i s i n g )  thought  t h e y  had seen food a d v e r t i s e d  in  th e  
e x p e r im en ta l  segment.
N u t r i t i o n  knowledge. In  g e n e r a l ,  c h i l d r e n  seemed f a m i l i a r  w ith  
th e  food on th e  B ehav io ra l  Ea t ing  T e s t .  Only 21.3% s t a t e d  they  d i d n ' t  
r e c o g n ize  an i tem .  E ig h ty -n in e  p e rcen t  s t a t e d  th e y  a t e  th e  foods on 
t h e  t r a y  a t  home. When asked to  name foods f r e q u e n t l y  e a te n  a t  home, 
18.8% i n  group 1 named l o w - n u t r i t i o n a l  food,  whi le  33.3% i n  group 2 and 
25% i n  group 3 named foods from t h i s  c a te g o ry .  The c h i l d r e n  made 
s i m i l a r  s ta t em en ts  when q u e r i e d  about t h e i r  f a v o r i t e  foods ;  37.5% 
i n  group 1 named l o w - n u t r i t i o n a l  foods ,  compared to  53.3% and 43.8% 
i n  groups 2 and 3.
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T h i r ty -o n e  p e rcen t  o f  t h e  c h i l d r e n  in  group 1 s t a t e d  t h e i r  
p a r e n t s  do not l e t  them e a t  t h e i r  f a v o r i t e  foods ,  compared t o  20% and 
6.3% i n  groups 2 and 3. S ix  p e rcen t  i n  group 1 s t a t e d  t h e i r  p a r e n t s  
r e f u s e d  t o  buy t h e i r  f a v o r i t e  foods ,  compared t o  20% i n  group 2 and 
6% in  group 3.
In  terms o f  whether t h e r e  were foods  th e  c h i l d r e n  were not 
a l lowed t o  buy w i th  t h e i r  own money, t h e  pe rcen tag es  were 5 6 .3 ,  4 0 .0 ,  
and 50 .0  f o r  groups 1, 2,  and 3, r e s p e c t i v e l y .  While the  c h i l d r e n  were 
no t  always su re  what kinds o f  food th e y  were f o r b id d en ,  i f  a food group 
was mentioned,  i t  was t h e  l o w - n u t r i t i o n a l  group.
Group l ' s  c h i l d r e n  had a tendency t o  say they  b e l i e v e d  a l l  the  
foods on th e  t r a y  were "good f o r  them" (31.3% f o r  group 1, compared 
to  6.7% and 25.0% f o r  groups 2 and 3 ) .  Group 2 seemed somewhat more 
l i k e l y  t o  exclude l o w - n u t r i t i o n  from t h e i r  l i s t  o f  foods "good f o r  them"; 
on ly  20 .1  mentioned a l o w - n u t r i t i o n  i t em ,  compared t o  31.3% i n  group 1 
and 31.4% in  group 3. I t  i s  impor tan t  t o  remember, however, t h a t  
t h e s e  d i f f e r e n c e s  were no t  analyzed  f o r  s t a t i s t i c a l  s i g n i f i c a n c e .
E v a lu a t io n  o f  Commercials Across Exper im enta l  C ond i t ions
R e s u l t s  o f  t h e  r a t i n g s  o f  th e  judges  appear i n  Appendix K.
Analyses of  v a r i a n c e  were performed on t h e  r a t i n g s .  S i g n i f i c a n t  
d i f f e r e n c e s  in  e v a l u a t i o n s 'w e r e  found on t h e  dimensions v i s u a l  i n t e r e s t  A 
and t e c h n i c a l  q u a l i t y .  Student-Neuman-Keuls comparisons o f  t h e  means 
found t h e  r a t i n g s  f o r  l o w - n u t r i t i o n  a d v e r t i s i n g  on t h e s e  two dimensions  
t o  be s i g n i f i c a n t l y  g r e a t e r  th a n  fo r  t h e  p r o - n u t r i t i o n a l  o r  to y  adver­
t i s i n g  c o n d i t i o n s  (p <: .0 5 ) .
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While th e  a n a l y s i s  o f  v a r ia n ce  on t h e  two remain ing  dimensions 
( a u d i t o r y  i n t e r e s t  and produc t  ap pea l )  d id  not y i e l d  s i g n i f i c a n t  
d i f f e r e n c e s  between t h e  t h r e e  groups ,  t h e  Student-Neuman-Keuls 
i n d i v i d u a l  comparisons  r e v e a l e d  t h a t  th e  r a t i n g s  f o r  l o w - n u t r i t i o n  
commercials were s i g n i f i c a n t l y  g r e a t e r  than  those  f o r  to y s  and
C
n u t r i t i o n a l  foods on the  dimension a u d i to r y  i n t e r e s t  and s i g n i f i c a n t l y  
g r e a t e r  than  th o se  f o r  n u t r i t i o n a l  foods on t h e  dimension product 
appea l .
CHAPTER I I I
DISCUSSION
S i g n i f i c a n t  w i th in  group e f f e c t s  were e x h i b i t e d  fo r  f i v e  
combined v a r i a b l e s  and two o f  th e  s p e c i f i c a l l y  a d v e r t i s e d  foods .  
A d d i t io n a l  a n a ly se s  o f  t h e s e  p r e -p o s t  changes sugges ted ,  f o r  a t  l e a s t  
some o f  t h e  major v a r i a b l e s  (T o ta l  C a l o r i e s ,  T o t a l  M i l l i l i t e r s ) ,  changes 
were s i g n i f i c a n t  f o r  group 1, and in  some cases  group 2, but not f o r  
group 3.  Fur thermore ,  f o r  s p e c i f i c a l l y  a d v e r t i s e d  foods ,  c h i l d r e n  
exposed t o  a d v e r t i s i n g  f o r  Hersheys and F r i t o s  s i g n i f i c a n t l y  i n c r e a s e d  
t h e i r  consumption of  t h e s e  foods while  th o s e  not so exposed d id  n o t ;  
and c h i l d r e n  exposed t o  ads f o r  m i lk ,  g r a p e s ,  and cheese  d id  not i n ­
c re a s e  t h e i r  consumption o f  t h e s e  p r o - n u t r i t i o n a l  foods .  In. a l l  cases  
th e  non-food a d v e r t i s i n g  c o n t r o l  group d id  not s i g n i f i c a n t l y  i n c r e a s e  
consumption.
The i n t e r v i e w  d a t a  appeared g e n e r a l l y  s u p p o r t iv e  o f  th e  b e h a v io r a l  
d a t a .  C h i ld ren  i n  group 1 r e p o r t e d  h ig h e r  p e rc en ta g e s  o f  remembering 
th e  commercials and see ing  foods  and beverages  on t h e  t r a y  in  t h e  
commercials th a n  c h i l d r e n  i n  e i t h e r  groups 2 or 3.  Fur thermore ,  c h i l d ­
r e n  in  group 1 had a g r e a t e r  tendency t o  say they  b e l i e v e d  a l l  t h e  
foods on th e  t r a y  were good f o r  them th a n  c h i l d r e n  i n  groups 2 and 3.
Although th e  w i th in  group p r e - p o s t  changes and in te r v i e w  d a ta  
sugges ted  p o s s i b l y  some e f f e c t s  f o r  t h e  l o w - n u t r i t i o n a l  a d v e r t i s i n g ,
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t h e s e  r e s u l t s  can only  be cons ide red  p r e l im in a r y ,  s in c e  between group 
and i n t e r a c t i o n  e f f e c t s  were not found.  There a re  two p l a u s i b l e  
a l t e r n a t i v e  e x p lan a t io n s  o f  t h e  l a ck  of  between group e f f e c t s .  One, 
t h e  p r o b a b i l i t y  o f  o b t a in in g  s t a t i s t i c a l l y  s i g n i f i c a n t  between group 
e f f e c t s  was reduced  because o f  t h e  l a r g e  v a r i a b i l i t y  between s u b j e c t s .  
Two, t h e  ex p e r im en ta l  t r e a tm e n t  was not s u f f i c i e n t l y  s t ro n g  t o  
demonst ra te  c l e a r  e f f e c t s .  The v a r i a b i l i t y  e x p la n a t io n  w i l l  be 
exp lo red  f i r s t .
In  an a ttempt t o  p a r c e l  out p o s s i b l e  sources  o f  th e  l a r g e
v a r i a b i l i t y  on t h e  B eh av io ra l  Ea t ing  T e s t ,  p o s t -h o c  an a ly se s  of  th e
d a t a  by sex  and socioeconomic s t a t u s  were conducted .  I t  was found t h a t
boys in  g e n e r a l  consumed more a t  p r e t e s t  and p o s t t e s t  than  g i r l s .  This
could  b e s t  be exp la ined  on th e  b a s i s  o f  s i z e  d i f f e r e n c e s  between sexes 
(boys being l a r g e r  than  g i r l s )  or  on a c t i v i t y  d i f f e r e n c e s  (boys more 
a c t i v e ) .  There i s  a s u g g e s t io n  t h a t  g i r l s  may have been more i n f l u e n c e d  
by th e  a d v e r t i s i n g .  In  c o n d i t i o n  1 th e y  in c r e a s e d  t h e i r  consumption 
c o n s id e r a b ly  more than  boys; With p r o - n u t r i t i o n a l  messages ,  t h e i r  
consumption remained s t a b l e  whi le  t h a t  f o r  boys i n c r e a s e d .  The e f f e c t  
f o r  g i r l s ,  i . e . ,  no in c r e a s e d  consumption, i s  l e s s  apparen t  as an 
e f f e c t  o f  p r o - n u t r i t i o n a l  a d v e r t i s i n g ;  but i f  p r o - n u t r i t i o n a l  messages 
a re  seen as s i m i l a r  t o  messages from t e a c h e r s  and p a r e n t s  t o  e a t  
" h e a l th y  foods"  and t o  l i m i t  consumption o f  l o w - n u t r i t i o n  food,  f a i l u r e  
t o  i n c r e a s e  consumption can be seen as compliance w i th  t h e s e  d i r e c t i v e s .  
This  i s  somewhat s p e c u l a t i v e ,  however. More r e s e a r c h  i s  needed to  
c l a r i f y  t h e  e f f e c t  o f  a d v e r t i s i n g  on th e  d i f f e r e n t  sexes .
Prev ious  r e s e a r c h  su g g es t s  t h a t  lower socioeconomic group 
c h i l d r e n  watch more t e l e v i s i o n  and r e c e i v e  l e s s  p r o - n u t r i t i o n a l  
messages from o th e r  s o u rc e s ,  i . e . ,  p a r e n t s ,  th a n  middle SES c h i l d r e n ,  
and t h a t  th e y  might consequen t ly  ea t  more l o w - n u t r i t i o n  food and be 
more i n f l u e n c e d  by l o w - n u t r i t i o n  a d v e r t i s i n g .  The f a c t  t h a t  t h i s  was 
not found in  t h e  c u r r e n t  s tudy  might be due to  s e v e r a l  f a c t o r s .
F i r s t ,  th e  sm al l  sample s i z e  and l a r g e  s t an d a rd  d e v ia t i o n s  may have 
obscured s i g n i f i c a n t  d i f f e r e n c e s  t h a t  e x i s t .  Second, c h i l d r e n  from 
th e  lower SES l e v e l s  were mostly  from th e  F e d e ra l ly - fu n d e d  Head S t a r t  
program which has as one o f  i t s  primary  goa ls  t e a c h in g  n u t r i t i o n  
educa t io n  and f eed in g  n u t r i t i o u s  snacks and lunches .  Consequently ,  
i n  terms o f  n u t r i t i o u s  educa t ion  and p rev ious  exposure  t o  a v a r i e t y  o f  
h e a l t h y  foods ,  t h e s e  SES groups may have been more equal  than  th o s e  i n  
th e  p o p u la t io n  a t  l a r g e . .  A t h i r d  p o s s i b l e  e x p la n a t io n  i s  t h a t  as 
th e  amount o f  t e l e v i s i o n  viewing has in c r e a s e d ,  th e  d i f f e r e n c e s  
between socioeconomic groups have become l e s s  apparen t  (Lyle and 
Hoffman, 1972).  Consequent ly  th e  d i f f e r e n c e  in  e a t i n g  h a b i t s  and 
re sponse  t o  t e l e v i s i o n  a d v e r t i s i n g  may be l e s s  d ram at ic  o r  even 
n o n - e x i s t e n t .
The c o n s id e r a b l e  v a r i a b i l i t y  between s u b j e c t s  i n  t h i s  
s tudy remains  a problem. I d e o s y n c r a t i c  .ea t ing  h a b i t s  and 
food p r e f e r e n c e s  p robab ly  c o n t r i b u t e d  t o  the  l a r g e  v a r i a n c e .  Adults  
and c h i l d r e n  do va ry  i n  what they  e a t .  The p re s e n t  s tudy  su g g es t s
t h a t  th e  d i f f e r e n c e s  i n  t h e  e a t in g  h a b i t s  o f  c h i l d r e n  must
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be reckoned w i th .  Fu tu re  r e s e a r c h  should  a t tempt  t o  i s o l a t e  
some of  t h e s e  v a r i a b l e s .  A d d i t io n a l  s t u d i e s  might cons ide r
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a b lock ing  de s ig n  a t  p r e t e s t  t o  c o n t r o l  f o r  t h i s  v a r i a b i l i t y  and th us  
a l lo w  f o r  a t r u e r  t e s t  o f  a d v e r t i s i n g  i n f l u e n c e s  on e a t i n g .
A second p l a u s i b l e  e x p la n a t io n  o f  t h e  l a c k  o f  between group and 
i n t e r a c t i o n  e f f e c t s  i s  t h a t  th e  t e l e v i s i o n  a d v e r t i s i n g  had no e f f e c t s .  
This  e x p la n a t io n  i s  c e r t a i n l y  p o s s i b l e ,  but seems u n l i k e l y  given  the  
g e n e r a l  p a t t e r n  o f  w i th in  group p r e - p o s t  changes ,  and th e  e x i s t i n g  
l i t e r a t u r e .
The p r e l im in a r y  f i n d i n g s  o f  t h i s  s tudy  a re  c o n s i s t e n t  w i th  g e n e ra l  
f i n d i n g s  o f  the  n o n -b e h a v io ra l  and survey c o r r e l a t i o n a l  s t u d i e s  t h a t  
sugges t  l o w - n u t r i t i o n  a d v e r t i s i n g  does in c r e a s e  t h e  r e c a l l ,  pu rchase ,  
and consumption of  t h e s e  p ro d u c t s  (G a ls t  and White,  1976; Goldberg,
Gorn, and Gibson, 1978a and 1978b; Ward and Wackman, 1977; L o n g s t r e e t ,  
1967, and o t h e r s ) .  I t  supplements t h e  f i n d i n g s  o f  Ward, R ea le ,  and 
Levinson (1971) t h a t  l o w - n u t r i t i o n  food a d v e r t i s i n g  i s  more s a l i e n t  
th a n  o th e r  food a d v e r t i s i n g  or. a d v e r t i s i n g  f o r  t o y s .  I t  expands the  
s u g g e s t iv e  f i n d i n g s  o f  L o n g s t ree t  (1967) and G a ls t  and White (1976) ,  
who found s i g n i f i c a n t  e f f e c t s  o f  l o w - n u t r i t i o n  a d v e r t i s i n g  on th e  
number o f  purchase  in f l u e n c e  a t tem p ts  subsequen t ly  made by c h i l d r e n ,  
as w e l l  as th e  d a t a  of  Sharaga  (1974) and Dusere (1974) on th e
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e f f e c t s  on n u t r i t i o n  knowledge. This  s tu d y ,  however, adds t o  th e  
p re v io u s  s t u d i e s  by i t s  m e thodo log ica l  r e f in e m e n t ,  i . e . ,  t h e  use of
S'
both  b e h a v io r a l  and s e l f - r e p o r t  measures in  an ex p e r im en ta l  d e s ig n .
The f a i l u r e  o f  p r o - n u t r i t i o n a l  a d v e r t i s i n g  t o  s i g n i f i c a n t l y  e f f e c t  
changes in  n u t r i t i o n a l  food consumed o r  t o  c r e a t e  a s u b s t a n t i a l  impact 
on t h e  memory o f  p roduc ts  a d v e r t i s e d  could  be r e l a t e d  t o  th e  v a r i a b i l i t y  
h y p o th e s i s  p r e v i o u s l y  d i s c u s s e d  or t o  t h e  f a c t  t h a t  t h e s e  ads were not
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as s o p h i s t i c a t e d  as t h e  l o w - n u t r i t i o n a l  ads .  The independent  r a t i n g s  
o f  t h e  expe r im en ta l  c o n d i t i o n s  showed t h a t  t h e  p r o - n u t r i t i o n a l  
a d v e r t i s i n g  was not as v i s u a l l y  i n t e r e s t i n g  nor as s o p h i s t i c a t e d  in  
t e c h n i c a l  q u a l i t y  as t h e  l o w - n u t r i t i o n a l  a d v e r t i s i n g .  Indeed ,  low- 
n u t r i t i o n a l  a d v e r t i s i n g  appears  t o  u t i l i z e  many o f  t h e  t e c h n iq u e s  which 
th e  modeling- l i t e r a t u r e  has  proven to  be s u c c e s s f u l — i . e . ,  m u l t i p l e  
models ,  peer g roups ,  a t t r a c t i v e  models having fun ,  e t c .  In  a d d i t i o n ,  
t h i s  a d v e r t i s i n g  uses  o th e r  a t t e n t i o n - g e t t i n g  t e ch n iq u es  such as  ca tchy  
songs ,  enhanced sc reen  a c t i o n ,  e t c .  P r o - n u t r i t i o n  a d v e r t i s i n g ,  on t h e  
o t h e r  hand, i s  somewhat s c a r c e . -  What l i t t l e  e x i s t s  i s  o f t e n  produced 
by n o n - p r o f i t  groups  or by smal l  l o c a l  farm groups and a i r e d  o f t e n  as 
a p u b l i c  s e r v i c e .  I t  i s  produced w i th  a lower budget and consequen t ly  
uses  much l e s s  s o p h i s t i c a t e d  t e c h n i q u e s .  The a d v e r t i s i n g  f o r  p r o -  
n u t r i t i o n a l  p ro d u c ts  i n  t h i s  s tudy  may have been p a r t i c u l a r l y  l a c k l u s t r e
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i n  comparison t o  th e  l o w - n u t r i t i o n  a d v e r t i s i n g ,  but i t  was deemed an 
a c c u r a t e  r e p r e s e n t a t i o n  o f  t h e  g e n e r a l  q u a l i t y  o f  p r o - n u t r i t i o n a l  
a d v e r t i s i n g  to d ay .
In  co n c lu s io n ,  th e  l a r g e  v a r i a b i l i t y  between s u b j e c t s  c l e a r l y  
reduced  th e  p r o b a b i l i t y  of  s i g n i f i c a n t  between group and i n t e r a c t i o n  
e f f e c t s .  The g e n e r a l l y  c o n s i s t e n t  p a t t e r n  o f  p r e - p o s t  changes on th e  
b e h a v io r a l  e a t i n g  t e s t  and t h e  i n t e r v i e w  d a t a  sugges ted  t h a t  t h e  low 
n u t r i t i o n a l  commercials had some in c re m en ta l  e f f e c t  on a c t u a l  c a l o r i c  
consumption. However, t h e se  r e s u l t s  can only  be c o n s id e red  p r e l im in a r y  
u n t i l  a d d i t i o n a l  s t u d i e s  a re  conducted t h a t  more f u l l y  c o n t r o l  f o r  
p r e t e s t  v a r i a b i l i t y .
I t  i s  no teworthy t h a t ,  whi le  some e f f e c t s  were demonstra ted  f o r  
th e  b e h a v io r a l  e a t i n g  t e s t ,  t h e r e  were few c o n s i s t e n t  w i th in  or  between 
group e f f e c t s  f o r  th e  food p re fe re n c e  s c a l e ,  and t h e  c o r r e l a t i o n s  
between b e h a v io r a l  i tems such as c a l o r i e s  consumed and t h e  t o t a l  food 
p re f e r e n c e  sco re  were low. This  would appear  t o  p rov ide  r e s e a r c h  
evidence  f o r  t h e  c r i t i c i s m  o f  much o f  t h e  c u r r e n t  l i t e r a t u r e  on c h i l d r e n  
and t e l e v i s i o n  (R o b e r t s ,  in  p r e s s ;  N a t io n a l  Sc ience  Foundation ,  1977; 
R y ch ta r i ck ,  K n i v i l l a ,  and J e f f r e y ,  1978) .  R ober ts  s t a t e s  "young 
p e r s o n s '  e x p re s s io n s  o f  p roduc t  p r e f e r e n c e s  a re  a l a r g e  s t e p  removed 
from ov e r t  b e h a v i o r . "  The low c o r r e l a t i o n s  between t h e  two dependent 
measures o f  t h i s  s tudy sugges t  t h a t  i s ,  i n  f a c t ,  t h e  case ,  a t  l e a s t  
with  th e  assessment p rocedures  employed in  t h i s  s tu d y .  I t  i s  p o s s i b l e  
t h a t  a more s imple  s c a l e ,  r e q u i r i n g  th e  s u b j e c t s  t o  make l e s s  f i n e  
d i s c r i m i n a t i o n s ,  might be a more r e l i a b l e  measure o f  food a t t i t u d e s .
I t  was t h e  im press ion  o f  t h e  exper im enter  t h a t  t h e s e  c h i l d r e n  had 
d i f f i c u l t y  w i th  r e l a t i v e  judgements and concep ts  such as ' b e t t e r '  
or ' b e s t ' .  N e v e r t h e l e s s ,  th e  low BET-FPS c o r r e l a t i o n s  underscore  th e  
p o t e n t i a l  v a l i d i t y  problems w i th  the  t y p i c a l  s e l f - r e p o r t  in v e n to ry  f o r  
a s s e s s in g  a c t u a l  food consumption.
In  a d d i t i o n  to  h i g h l i g h t i n g  v a l i d i t y  problems w i th  th e  s e l f -  
r e p o r t  d a t a ,  t h i s  s tudy p r e s e n t s  a b e h a v i o r a l  e a t i n g  t e s t  as a 
f e a s i b l e  means o f  measuring exper im en ta l  e f f e c t s  i n  c h i l d r e n ' s  media 
r e s e a r c h .  Prev ious  r e s e a r c h  using b e h a v io r a l  measures (w i th  e a t i n g  
b e h av io r ,  J e f f r e y  and S h i r l e y ,  1977; P r i c e  and G r in k e r ,  1973; Sc'hachter,  
Goldman and Gordon, 1968; and with  d r in k i n g ,  Higgins  and M a r l e t t ,  1973;
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M a r l a t t ,  Demming, and Reid ,  1973) have sugges ted  the  u t i l i t y  and v a l i d i t y  
o f  such measures .  Prev ious  r e s e a r c h  w i th  t h e  b e h a v io r a l  e a t i n g  t e s t  
used i n  t h i s  s tudy  (Lemni tze r ,  J e f f r e y ,  Hess, Hickey, and S t roud ,  1978) 
found t e s t - r e t e s t  c o e f f i c i e n t s  i n  th e  + .80  t o  +.98 range  f o r  th e  combined 
v a r i a b l e s .  The s t a b i l i t y  o f  t h e  p r e - p o s t  BET sco res  over t ime in  t h e  
to y  a d v e r t i s i n g  group i n  t h e  c u r r e n t  s tudy  would appear t o  add t o  the  
d a t a  which sugges t  t h i s  b e h a v io r a l  e a t i n g  t e s t  as a v a l i d  and r e l i a b l e  
measure o f  food consumption in  a l a b o r a t o r y  s e t t i n g .
A supplementa ry  but impor tan t  f i n d i n g  o f  t h i s  s tudy ,  emanating 
from th e  i n t e r v i e w  d a t a ,  i s  th e  r e p l i c a t i o n  o f  developmenta l  t r e n d s  
i n  th e  c o g n i t i v e  p ro c e s s in g  of commerc ials .  Chi ld ren  in  t h i s  s tudy  
showed l i t t l e  awareness o f  th e  purpose o f  a commercial  or th e  d i f f e r e n c e  
between a program and a commercial .  S im i l a r  r e s u l t s  f o r  t h i s  age • 
group were found by B l a t t ,  Spender and Ward (1971) ,  Ferguson (1975),
Ward, Reale  and Levinson (1971) and o t h e r s .  The importance o f  t h i s  
l a c k  o f  awareness i s  t h a t  c h i l d r e n  i n  t h i s  age group are  more l i k e l y  
t o  be v u l n e r a b l e  t o  such a d v e r t i s i n g  and l e s s  ab le  t o  make informed 
cho ices  about what i s  good f o r  them.
In  summary, t h i s  s tudy  appears  t o  demonstra te  some t r e a tm e n t  
e f f e c t s ,  p a r t i c u l a r l y  f o r  l o w - n u t r i t i o n  a d v e r t i s i n g  on t h e  B ehaviora l  
Ea t ing  Tes t  and th e  p o s t t e s t  i n t e r v i e w .  However, t h e s e  f i n d i n g s  
must be s t a t e d  t e n t a t i v e l y  because o f  th e  l a r g e  v a r i a b i l i t y  between 
s u b j e c t s  and th e  f a i l u r e  t o  achieve  s i g n i f i c a n t  between-group e f f e c t s .  
These p r e l im in a r y  r e s u l t s  sugges t  t h a t  p r o - n u t r i t i o n a l  a d v e r t i s i n g  as 
i t  e x i s t s  today  may do l i t t l e  t o  i n f l u e n c e  food p re fe re n c e  and e a t in g
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h a b i t s .  I t  appears  t h a t  t o  be e f f e c t i v e ,  p r o - n u t r i t i o n a l  ads must be 
as l i v e l y ,  a p p ea l in g ,  and s o p h i s t i c a t e d  as l o w - n u t r i t i o n a l  ads .
Fu tu re  r e s e a r c h  might c o n c e n t r a te  on i s o l a t i n g  v a r i a b l e s  which 
cause such l a r g e  f l u c t u a t i o n s  i n  e a t i n g  behav io r  between c h i l d r e n .
I t  might a l s o  look a t  d i f f e r e n t  age groups  or d i f f e r e n t  numbers 
of  exposures  t o  t e l e v i s i o n  ads .  Also, i t  seems p ruden t  t h a t  r e s e a r c h  
in  t h i s  a r e a  be des igned  t o  c r e a t e  a sound e m p i r i c a l  foun d a t io n  which 
can s e rv e  in  t h e  development o f  an e n l ig h t e n e d  s o c i a l  p o l i c y  in  r e g a r d  
t o  c h i l d r e n ' s  t e l e v i s i o n  a d v e r t i s i n g .
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APPENDIX A
J n iv e r s i t y  of fT lon tana
Tlissoula,  r H o n t a n a  59812 
K)6) 2 4 3 - 0 2 1 1
ST. PAUL’S PRESCHOOL PARENTi
r e n ’ s - t e l e v i s i o n  programming and e s p e c i a l l y  food a d v e r t i s i n g  d i r e c t e d  a t  c h i l d r e n  ha s  
le an i n c r e a s i n g  source o f  concern t o  p a r e n t s ,  t e a c h e r s ,  and p u b l i c  po l icym akers .  Much 
t h e  e f f e c t  on c h i l d r e n  o f  t e l e v i s i o n  a d v e r t i s i n g  remains u n c l e a r .  L i t t l e  s y s te m a t i c  
r c h  has been under taken  t o  c l a r i f y  t h e s e  impor tan t  s o c i a l  i s s u e s .  Dr. J e f f r e y  of the  
o logy  Department has r e c e n t l y  r e c e iv e d  a smal l  g ra n t  from t h e  U n i v e r s i t y  of  Montana 
udy t h i s  a r e a .  Beginning the  middle of A p r i l  we w i l l  conduct an i n v e s t i g a t i o n  of 
r e n ’ s e a t i n g  h a b i t s  and c h i l d r e n ’ s t e l e v i s i o n  programming.
ve d i s c u s s e d  t h i s  s tudy  with  the  p a s t o r s  a t  S f .  Paul and th e  d i r e c t o r  o f  t h e  p re s c h o o l ,  
so need t o  e n l i s t  th e  a id  o f  you and your c h i l d .  S p e c i f i c a l l y ,  we would l i k e  t o  
our c h i l d  t o  t a s t e  some of  th e  fo l lo w in g  foods and beverages :  cheese ,  a p p le s ,  orange 
, c a r r o t s ,  g r a p e s ,  m i lk ,  Hershey b a r s ,  F r i t o s ,  Kool-Aid,  P e p s i ,  c h o co la te  chip  
e s ,  and c e r e a l .  We would a l s o  l i k e  t o  ask  your c h i l d  t o  watch a 12-minute segment 
r to o n s  w i th  s tan d a rd  network a d v e r t i s i n g .  C h i ld ren  who p a r t i c i p a t e  w i l l  be brought 
e s tudy room tw ic e ,  approximate ly  one week a p a r t ,  f o r  1.5 t o  20 minutes each t im e ,  
e ig h t  minutes  w i l l  be spen t  t a s t i n g  foods and th e  t o t a l  t ime r e q u i r e d  w i l l  not 
d 50 minutes  bn th e  two days t o g e t h e r .  Your c h i l d  may t a s t e  or d e c l i n e  t o  t a s t e  any 
e foods on t h e  t r a y .  Also,  your c h i l d  may leave  t h e  room b e fo re  th e  s tudy  i s  
e ted  i f  h e / sh e  so d e s i r e s .  C h i ld ren  w i l l  be accompanied t o  and from c l a s s  by a 
e c o l l e g e  s t u d e n t .
n c e r e ly  hope you w i l l  g r a n t  p e rm is s ion  fo r  your c h i l d  t o  p a r t i c i p a t e .  You can 
a te  your approva l  by f i l l i n g  out t h e  bottom p o r t i o n  of t h i s  l e t t e r  and r e t u r n i n g  i t  
you b r ing  your  c h i l d  t o  school  on Monday, May 8. We w i l l  c e r t a i n l y  p la n  t o  provide  
i t h  in fo rm a t io n  concern ing  th e  r e s u l t s  of  our i n v e s t i g a t i o n .  I f  you have any 
io n s ,  p l e a s e  f e e l  f r e e  t o  c a l l  us t h i s  weekend a t  728-7171.
S i n c e r e l y ,
D. B al four  J e f f r e y ,  P h .D . /A s s t .  P r o f e s s o r
Nancy Lemnitzer /Graduate  S tuden t
' s name: Age: Years Months
n t  pe rm iss ion  f o r  my c h i l d  t o  p a r t i c i p a t e  i n  th e  above project,.: Yes____  No__
(check one)
your c h i l d  have any food a l l e r g i e s ?  I f  so ,  p le a s e  i n d i c a t e  a l l e r g e n i c  foodsJ
t  S ig n a tu r e : P a ren t  Occupation:
APPENDIX A
DEPARTMENT OF PSYCHOLOGY
U nive r s i ty  of H l o n t a n a
Tlissoula, ITIontana 59812
*06) 2 4 3 - 0 2 1 1
Head S t a r t  P a r e n t ( s ) :
: a l  weeks ago we sen t  out l e t t e r s  t o  a l l  Head S t a r t  P a re n t s  t e l l i n g  of  r e s e a r c h  we a re  
ming and asking f o r  pe rm iss ion  to  work w i th  Head S t a r t  c h i l d r e n .
:e a t t em p t in g  t o  s tudy  th e  e f f e c t s  o f  c h i l d r e n ' s  t e l e v i s i o n  a d v e r t i s i n g  on food preferen* 
i t t i t u d e s .  We would l i k e  t o  ask your c h i l d  t o  watch a 12-minute segment o f  c a r to o n s  wit; 
iard  network a d v e r t i s i n g  and then  t o  t a s t e  some foods t o  g ive  us an idea  about what k ids  
t o  e a t .  Foods o f f e r e d  w i l l  be cheese ,  ap p le s ,  orange j u i c e ,  c e l e r y ,  c a r r o t s ,  g r a p e s ,
, choco la te  b a r s ,  F r i t o s ,  K oo l -a id ,  P e p s i ,  ch o co la te  ch ip  co o k ie s ,  and c e r e a l .  C h i ld ren  
p a r t i c i p a t e  w i l l  be brought t o  t h e  s tudy  rooms tw ic e ,  approx im ate ly  one week a p a r t ,  f o r  
: 20 minutes each t im e .  Only 8 minutes  w i l l  be spen t  a c t u a l l y  t a s t i n g  foods ,  and c h i ld r i  
not be asked t o  t r y  foods th e y  do not wish t o  e a t .  Also,  c h i l d r e n  may le ave  t h e  room 
:e th e  s tudy i s  completed i f  they  wish.
ive d i s cu s sed  t h i s  s tudy  w i th  t h e  Head S t a r t  P o l i c y  Counci l  and s t a f f ,  and they  have 
wed and endorsed  our p r o j e c t .  But we a l s o  need t h e  v o lu n t a r y  p a r t i c i p a t i o n  o f  you and 
c h i l d . C h i l d r e n ' s  t e l e v i s i o n  programming, and e s p e c i a l l y  food a d v e r t i s i n g  d i r e c t e d  at  
Iren ,  has  become an in c r e a s i n g  source  o f  concern t o  p a r e n t s ,  t e a c h e r s  and p u b l i c  p o l i c y -  
:s ,  and t h e r e  i s  a g r e a t  need f o r  c a r e f u l  r e s e a r c h  i n  t h i s  a r e a .  We s i n c e r e l y  hope you 
g ra n t  pe rm is s ion  f o r  your c h i l d  t o  p a r t i c i p a t e .
pan i n d i c a t e  your approva l  by f i l l i n g  out the  bottom p o r t i o n  of  t h i s  l e t t e r  and r e t u r n i n ;  
i t h e  enc losed  p o s t a g e - f r e e  enve lope .  We do p la n  t o  p rov ide  you with in fo rm a t io n  conceri  
:he r e s u l t s  of our i n v e s t i g a t i o n .  I f  you have any q u e s t i o n s ,  p le a s e  f e e l  f r e e  t o  c a l l  
: 243-5664 or 243-4523.
S i n c e r e ly
D. B a l fou r  J e f f r e y ,  P h .D . / A s s i s t a n t  P r o f e s s o r
Nancy L£mnitzer7Graduate  Student
I * s Name School
Age Teacher
tnt pe rm iss ion  f o r  my c h i l d  t o  p a r t i c i p a t e  in  t h e  above p r o j e c t .  Yes  No___
(check one)
your  c h i l d  have any food a l l e r g i e s ?  I f  so ,  p l e a s e  i n d i c a t e  a l l e r g e n i c  foods :
Paren t  S ig n a tu re  
Paren t  Occupat ion:
A P!Ji'";!)IX  B 
Food P r e f e r e n c e  Summary
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SUBJECT N0._ 
NAME
APPENDIX C 
PRE-TREATMENT INTERVIEW FORM
_____________ DATE_____
TIME
D.O.B.
AGE
GRADE
WEIGHT/HEIGHT
Yes No
Yes No
lo Did you en joy  coming here  today?
2. Did you know what a l l  t h e  foods  were?
3. a .  Which d i d n ’t  you know? (Show photo o f  each of  th e  foods and have
c h i l d  p o in t  t o  one h e / sh e  d i d n ' t  know.)
Grapes , C a r ro t s , Cheese Apples , Milk
Orange j u i c e ________, Candy________, Cooky________, F r i t o s ________ ,
t
Cerea l________, Soda________ , Kool-Aid________ .
3.  (Admin is te r  th e  e v a l u a t i v e  s c a l e  h e re )
✓
4 .  Do you e a t  any of  t h e s e  foods  a t  home? ( sp read in g  p i c t u r e s  out on t a b l e )  
I f  y e s , a sk  Which ones do you e a t  a t  home?
Grapes______  , C a r ro t s  , Cheese________ , Apples , Milk
Orange j u i c e ________
C erea l______  , Soda
, Candy , Cooky , F r i t o s
, Kool-Aid
5. What k inds  o f  foods do you e a t  a t  home? (Probe: "snack foods l i k e
p o ta to  c h i p s ,  o r  foods l i k e  f r u i t s  and v e g e t a b l e s ? " )
2
6 .  What a re  some o f  your f a v o r i t e  foods? ( I f  t h e  c h i l d  ment ions  only  foods 
from th e  t a s t e  t e s t ,  ask "Do you l i k e  any o th e r  foods we d i d n ' t  have he re  
today?" )
7. Do your p a r e n t s  l e t  you ea t  your f a v o r i t e  foods? Yes_______ No
Sometimes
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(
Do they  buy them f o r  you? Yes______  No_______  Sometimes______
Do they  l e t  you p ick  them out a t ^ t h e  s to r e ?  Yes______ No______
S omet ime s________
8. Do you sometimes buy your  f a v o r i t e  foods on your own w i th  your 
allowance or o th e r  money you may have? Yes   No______
9. Are t h e r e  any foods y o u ' r e  not al lowed t o  buy w i th  your own money?
Yes_________  No______ If . y e s ,  ask "What foods?"______________________
10. What was th e  l a s t  meal you a te  be fo re  you came here?  (Probe i f  
n eces sa ry :  " B re a k f a s t ,  or lunch or supper?"
Did you have anyth ing  e l s e  t o  e a t  s in ce  then? Yes________ No
What?
f
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APPENDIX D 
POST-TREATMENT INTERVIEW FORM
1. Administer q u e s t io n s  1 and 10 from th e  p r e - t r e a t m e n t  i n t e r v i e w  and the  
e v a l u a t i v e  s c a l e .
2. Did you l i k e  the  TV programs? Yes________  No_______
3. Do you remember the  commercials shown dur ing  t h e  TV programs? Yes No
4. What were t h e  t h in g s  be ing  a d v e r t i s e d ?  . •_________________________________
5. Do you remember t h e  k ind  or  brand o f  __________________i t  was? Yes____  No
What brand?____________________________________
6. Do you remember what happened i n  t h e  commercial? Yes  (Go t o
q u e s t io n  6a)  No________ (Go to  q u e s t i o n  7)
a .  T e l l  me what happened?__________________________________________________
(Go t o  q u e s t i o n  8)
7. (RECOGNITION QUESTION) Do you remember th e ? Yes No
a. What happened t o  t h e ? E tc .
8.  Did you see any o f  th e  foods on t h e  food t r a y  i n  t h e  commercials?  Yes
No
Did th e  commercials a f f e c t  th e  k inds  o f  foods you a te?  Yes________
No________
9. Do you have a TV a t  home? Yes________ No________
10. How o f t e n  do you watch TV? (Every day ______ , Every o th e r  day^_______
Twice a week________, Once per month________, Never . )
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11. When you watch TV, you see both  programs and commercials .  What i s  t h e
d i f f e r e n c e  between a TV. program and a TV commercial? (Probe hard :
"Anything e l s e ? "  I f  a c h i l d  d e f in e s  what a commercial i s ,  sk ip  t o  
q u e s t io n  1 2 a . )   _______________   .______________
12. What i s  a TV commercial? (Probe hard: " I s  t h e r e  any o th e r  way you can
t e l l  me what a commercial  i s ? " ) ___________________________________________
a. What do commercials t r y  t o  do? (Probe:  "Anything e l s e  they  t r y  t o  do?")
13. Do you t h i n k  TV commercials always t e l l  t h e  t r u t h ?  Yes __  No______
14.- Do your p a r e n t s  sometimes r e f u s e  t o  l e t  you watch c e r t a i n  programs? Yes 
(Go t o  q u e s t i o n  14a) No________  (Go t o  q u e s t i o n  15)
a .  Which programs d o n ' t  they  l e t  you watch?  ____________________________
15. Which of  th e  foods we gave you to day  a re  good f o r  you?
Grapes _, C a r r o t s  , Cheese_____________, Apples_____ , Milk_____ ,
Orange j u i c e  , Candy , Cooky , F r i t o s  , C erea l  ,
Soda , Kool Aid .
16. Do you have any id e a s  about why we brought  you over here  today? (P robe)  
No -■ Yes 'Why?________________________________________________________
Can you t h i n k  o f  any o th e r  reasons?
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Table  8
Analyses o f  Variance  on Food P r e f e re n c e  Scores  
f o r  A d ver t i s ed  Foods 
( i n  T o t a l  C a l o r i e s )
Source SS MS df F Probab
F r i t o s A 5.973 2.987 2 1.268 0.291
J 3 .447 3.447 1 5.400 0.023*
\
AJ 0.468 0.234 2 0.366 0.700
Grapes A 8.267 4.133 2 0.997 0.621
J 2.085 2.085 1 1.270 0.265
AJ 2.654 1.327 2 0.808 0.544
Hersheys A 4.116 2.058 2 2.331 0.107
J 1.798 1.798 1 2.601 0.110
AJ 0. 285 0.143 2 0.206 0.816
*p < .0 5 .
APPENDIX F
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Table  15
S ig n i f i c a n c e  of D i f f e re n c e  Between 
Socioeconomic Groups on P o s t t e s t
Levels  t
T o ta l  C a l o r i e s  
Groups
Low-Nutr i t ion 3 & 4 1.42
P r o - N u t r i t i o n 3 & 4 .28
3 & 5 1.30
4 & 5 1.43
Toy 2 & 3 .67
2 & 4 .04
2 & 5 .86
3 & 4 1.43
3 Sc 5 .99
4 Sc 5 1.16
T o ta l  M i l l i l i t e r s  
Groups
Low-Nutr i t ion  3 & 4 1.38
P r o - N u t r i t i o n  3 & 4 .05
3 & 5 .46
4 & 5 .46
Toy 2 & 3 .29
2 6. 4 .75
2 & 5 .83
3 & 4 .54
3 & 5 .41
4 & 5 .03
H o l l in g s h e a d ' s  Five F a c to r  Index
(_A A , i  i ’A 1 J. 1 11* J
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APPENDIX H
PRE-TREATMENT INTERVIEW
Responses by Group, L ow -N ut r i t iona l  Cl),  P r o - N u t r i t i o n a l  ( I I ) ,
Toy A dve r t i s ing  ( I I I ) ,  A l l  Groups Combined
All  Groups
Group I Group I I  Group I I I  Combined
No. Percen t No. Percen t No. Percen t No. Percent
Did you enjoy  coming he re  today?
Yes 15 93.7 15 100.0 15 93.7 45 -95.7
No 0 0 .0 0 0 .0 0 0 .0 2 4 .3
No Response 1 6 .3 0 0 .0 1 6.3
Did you know what a l l  foods were?
Yes 13- 81.3 12 80.0 11 68.7 36 76.6
No 2 12. A 3 20.0 5 31.3 11 23.4
No Response 1 6.3 0 0 .0 0 0.0
Which d i d n ’ t you know?
None 11 68.8 13 86.6 13 81.2 37 78.8
Grapes 1 6 .3 1 2 .1
Orange J u i c e 1 6 .3 1 2 .1
Hershey 1 6.7 1 2 .1
F r i t o s 2 12.5 2 4 .3
Honeycombs 1 6 .3 1 2.1
Cola 1 6.6 1 2.1
No Response 1 6 .7 2 12.2 3 6 .4
Do you e a t  any of t h e s e  foods a t home?
Yes 15 93.7 12 80.0 14 87.5 42 89.3
No 1 6.3 2 13.3 0 0.0 5 10.7
No Response 0 0 .0 1 6.7 2 12.5
Which Ones?
None 1 6.3 3 20.0 1 6.3 1 2 .1
Cheese 0 0 .0 0 0 .0 • 0 0 .0 3 6.4
C ar ro t s 2 12.5 2 13.3 2 12.5 5 10.7
Grapes 2 12.5 2 13.3 1 6.3 6 12.9
Apples 0 0 .0 1 6.7 2 12.5 3 6.4
Milk 0 0 .0 0 0 .0 3 18.8 1 2 .1
Orange J u i c e 1 6 .3 0 0 .0 0 0.0 4 8.5
Candy 0 0 .0 0 0 .0 0 0 .0 4 8.5
F r i t o s 0 0 .0 0 0 .0 0 0 .0 1 2 .1
Chips Ahoy 0 0 .0 0 0 .0 0 0.0 1 2 .1
Honeycomb 1 6.3 0 0 .0 0 0 .0 1 2 .1
Cola 0 0 .0 1 6.7 0 0 .0 16 34.0
Kool-Aid 0 0 .0 0 0 .0 0 0.0 1 2 .1
All  of  them 7 43.6 5 33.3 5 31.0 0 0 .0
No Response 0 0.0 0 0 .0 1 6.3 0 0 .0
All  Groups
Group I Group I I Group I I I Combined
No. Percen t No. Percent No. Percen t No. Percent
Second Response:
None 10 62.5 10 66.7 13 81.3
Cheese 0 0.0 2 13.3 1 6.3'
Apples 2 12.5 1 6.7 0 0.0
Milk 2 12.5 0 0 .0 0 0 .0
Hershey 0 0.0 1 6.7 0 0 .0
F r i t o s 1 6.3 0 0.0 0 0 .0
Honeycombs 1 6 .3 1 6.7 2 12.4
What k inds  of foods do you eat a t home?
Meat 2 12.5 4 26.7 2 12.5 4 8.5
P o u l t ry 1 6.3 0 0 .0 0 0.0•( 1 2 .1
Vegetables 2 12.5 0 0.0 1 6 .3 3 6.4
F r u i t s 0 0 .0 0 0 .0 2 12.5 2 4 .3
Dairy Products 1 6 .3 0 0 .0 0 0 .0 1 2.1
Bread & C erea l 1 6 .3 1 6.7 3 18.8 5 10.6
Low-Nutr i t ion
Food 3 18.8 5 ■ 33.3 4 25.0 12 25.5
N u t r i t i o n a l
Liquid 2 12.5 5 0 .0 0 0 .0 2 2 .1
Every th ing 0 0 .0 0 0 .0 1 6 .3 1 2 .1
No Response 4 25.0 5 33.3 3 18.8 17 36.3
Second Response:
None 11 68.8 12 80.0 11 68.6 0 0 .0
Meat 4 25.0 0 0 .0 0 0 .0 4 8.5
Vegetables 0 0 .0 0 0 .0 1 6.3 1 2.1
F r u i t s 1 , 6 .3 2 13.3 2 12.5 5 10.6
Dairy Products 0 0 .0 1 6.7 0 0 .0 1 2.1
Bread & C erea l 0 0 .0 0 0 .0 1 6 .3 1 2.1
No Response 0 0 .0 0 0 .0 1 6 .3 35 74.5
What a re  some of  your  f a v o r i t e foods?
None 1 6 .3 0 0.0 0 0 .0 ■0 0 .0
P o u l t ry 0 0 .0 0 0 .0 0 0 .0 2 4 .3
Vegetables 1 6 .3 0 0 .0 1 6 .3 2 4 .3
F r u i t s 2 12.5 1 6.7 2 12.5 5 10.6
Dairy Products 2 12.5 1 6.7 0 0 .0 3 6.4
Bread & C erea l 1 6 .3 1 6.7 0 0 .0 2 4 .3
Low N u t r i t i o n
Food 6 37.3 8 53.3 7 43.6 21 44 .7
Low N u t r i t i o n
Liquid 0 0 .0 1 6.7 1 6.3 2 4 .3
Everyth ing 0 0 .0 1 6.7 1 6.3 1 2 .1
No Response 3 18.8 2 13.3 4 25.0 9 , 19.0
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Group I Group I I Group I I I
A l l  Groups 
Combined
7a.
7b.
9.
No. Pe rcen t  No. Pe rcen t No. Percent No. Percen t
Second Response:
None 16 100.0 10 86.7 12 75.0 0 0.0
Vegetables 0 0 .0 0 0 .0 2 12.5 2 4 .3
F r u i t s 0 0 .0 0 0 .0 2 12.5 2 4 .3
Bread & C erea l 0 0 .0 0 6 .7 0 0 .0
Low N u t r i t i o n
Foods 0 0 .0 0 0 .0 0 0.0 3 6.4
Low N u t r i t i o n r
Liquid 0 0 .0 1 6.7 0 0.0 1 ■ 2 .1
No Response 39 82.9
Do your p a r e n t s  l e t you e a t  your f a v o r i t e  food?
Yes 7 43.8 6 40.0 7 43.8 20 42 .6
No 5 31.3 3 20.0 1 6.3 9 19.1
Sometimes 4 25.0 6 40.0 6 37.5 16 34.0
No Response 0 0 .0 0 0 .0 2 12.5 2 4 .3
Do they  buy them fo r you? \
Yes 8 50.0 6 40 .0 8 50.0 22 46.8
No 1 6.3 3 20.0 1 6.3 5 10.6
Sometimes 7 43.8 6 40.0 6 37,5 19 40.5
No Response 0 0.0 0 0.0 1 6.3 1 2 .1
Do they  l e t  you pick. them out a t th e  s to r e ?
Yes 5 31.3 7 46,7 10 52.5 22 46.8
No 2 12.5 3 20.0 5 31.3 5 10.6
Sometimes 9 56.3 5 33.3 1 6.3 18 38.3
No Response 0 0.0 0 0.0 0 , 0 .0 2 4 .3
Do you .sometimes buy your f a v o r i t e  foods on your own with  your a llowance
or o th e r  money you have?
Yes 7 43.8 13 86.7 13 81.1 33 70.2
No 5 31.8 2 13.3 1 6 .3 1 2 .1
Sometimes 4 24.4 0 0 .0 1 6 .3 8 17.0
No Response 0 0 .0 0 0 .0 1 6.3 5 10.7
Are th e r e  any foods y o u ' r e not a llowed t o  buy w i th your own money?
Yes 9 56.3 6 40 .0 8 50.0 23 48.9
No 2 12.5 3 20.0 3 1878 8 17.0
Sometimes 1 6 .3 1 6 .7 0 0 .0 2 4 .3
No Response 4 25.0 5 33.3 5 31.3 14 29.8
What Foods?
None 7 43.8 9 60.0 7 43.8 23 48 .9
F r u i t s
Low N u t r i t i o n
2 12.5 0 0 .0 0 0 .0 2 4 .3
Foods 4 25.0 1 6.7 5 31.3 10 21.3
No Response 3 18.8 5 33.3 4 25 .0 12 25.5
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1 0 .
10a,
A l l  Groups
Group I  Group I I  Group I I I  Combined
No. Percen t No. Percen t No. Percen t No. Percent
What was the l a s t meal you a te  b e fo re  you came?
Break fas t 9 56.3 10 66.7 10 62.5 29 61.7
Lunch. 4 25.0 5 33.3 5 31.3 14 29.8
No Response 3 18.8 0 0.0 1 6 .3 4 8.5
Anything e l s e  s in ce  then?
Yes 0 , 0 .0 0 0.0 0 0 .0 0 0.0
No 16 100.0 15 100.0 16 100.0 44 93.6
No Response 0 0 .0 0 0.0 0 0 .0 3 6.4
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APPENDIX I
POST-TREATMENT INTERVIEW
Responses by Group, L ow -N u t r i t io n a l  ( I ) ,  P r o - N u t r i t i o n a l  ( I I ) ,
Toy A d v e r t i s in g  ( I I I ) ,  A l l  Groups Combined
Al l  Groups
Group I Group I I Group I I I Combined
No. Pe rcen t N o . ' Pe rcen t No. Percen t No. Percenl
Did you enjoy coming here  today?
Yes 13 81.3 15 100.0 14 87.5 42 89.4
No 0 0.0 0 0.0 0 0.0 1 2.1
No Response 3 18.7 0 0 .0 2 12.5 4 .8.5
What was the l a s t  meal t h a t you had?
B reak fas t 9 56.3 9 60.0 8 50.0 26 55.3
Lunch 4 25.0 5 33.3 5 31.3 14 29.8
No Response 3 18.7 1 6.7 3 18.8 7 14.9
Anything e l s e ?
No 14 87.5 15 100.0 13 81.3 42 89.4
No Response 2 12.5 0 0.0 3 6.3 5 10.6
Did you l i k e th e  t e l e v i s i o n program?
Yes 16 100.0 14 93.3 14 87.5 44 93.6
No 0 0.0 0 0 .0 0 0 .0 0 0 .0
No Response 0 0 .0 1 6.7 2 12.5 3 6.4
Do you remember t h e commercials shown?
Yes 9 56.3 5 33.3 8 50.0 22 46.8
No 7 43.7 10 66.7 5 31.3 22 46.8
No Response 0 0 .0 0 0 .0 3 18.7 3 6 .4
What were the t h in g s being ad v e r t i s e d ?
Pepsi 1 6 .3 0 0 .0 1 6.3 2 4 .3
F r i t o s 0 0 .0 0 0 .0 0 0.0 0 0 .0
Hershey ba rs 4 25.0 0 0 .0 1 6 .3 5 . 10.6
Grapes 0 0 .0 1 6.7 0 0 .0 1 2 .1
Milk 0 0 .0 0 0 .0 0 0 .0 0 0 .0
Cheese 0 0 .0 0 0 .0 0 0 .0 0 0 .0
Record P laye r O' 0 .0 0 0 .0 2 12.4 2 4 .3
Bui ld ing  Set 0 0 .0 -o 0 .0 0 0 .0 0 0.0
Spectograpn -
Pens 0 0 .0 0 0 .0 0 .0 .0 0 0 .0
Something Not
A dver t i sed 1 6.3 1 6 .7 0 0 .0 2 4 .3
Don't  Remember 10 62.4 13 86.6 12 75.0 35 74.4
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Group I Group I I Group I I I
A l l  Groups 
Combined
No. Percen t No. Percent No. Percen t No. Percen t
Second Response: 
Peps i  2 12.5 0 0 .0 0 0 .0 0 0.0
F r i t o s  3 18.8 0 0 .0 2 12.5 0 0.0
Don't  remember 11 68.7 15 100.0 14 87.5 0 0.0
6. Do you remember what happened 
Yes 3 18.7
in  the  
0
commercial? 
0 .0  1 6.3 4 8.5
No 12 75.0 15 100.0 9 56.3 36 .76.6
No re sponse  1 6 .3 0 0 .0 6 37.4 7 14.9
6a. What happened? 
Very Accura te* 1 6 .3 0 0 .0 0 0 .0 1 2 .1
I n a c c u r a t e  2 12.5 0 0 .0 0 0 .0 2 4 .3
No response 13 81.2 15 100.0 ' 16 100.0 44 93.6
8. Did you see any of th e  foods on th e food t r a y in  th e commercials?
Yes 5 31.3 3 20.0 1 6 .3 9 19.2
No 11 68.7 12 80.0 10 62.5 33 70.2
No response  0 0 .0 0 0 .0 5 31.2 5 , 10.6
8a . Did th e  commercials 
Yes 1
a f f e c t  the 
6 .3
: k ind  
1
of  food you a te?  
6 .7  1 6 .3 3 6.4
No 14 87.4 14 93.3 9 56.3 37 78.7
No response  1 6 .3 0 0 .0 6 37.4 7 14.9
9. Do you have a TV a t  
Yes 16
home?
100.0 14 93.3 16 100.0 45 95.8
No 0 0 .0 1 6.7 0 0 .0 1 2 .1
No response  0 0 .0 0 0.0
\
0 0 .0 1 2 .1
10. How o f te n  do you watch TV? 
Every day 9 56.3 8 53.3 6 37.4 23 48.9
Every o th e r
day 5 31.3 3 20 .0 5 31.3 13 27.7
Two times a
week 2 12.4 3 20.0 5 31.3 10 21.3
Once a month 0 0 .0 0 0 .0 0 0 .0 1 2 .1
Never 0 0 .0 0 0.0 0 0 .0 0 0 .0
No r esponse
(Don’t  know) 0 0 .0 1 6.7 0 0 .0 0 0 .0
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A ll  Groups
Group I Group I I  Group I I I  Combined
' M2.* P e rcen t  No. P e rcen t No. P ercen t No. P e rcen t
11. When you watch TV you see both  programs and com m ercials . What i s  th e  
d i f f e r e n c e  between a TV program and a TV commercial?-'
C o r re c t ly  
de f in ed  
One or th e
No response
Completely 
c o r r e c t  
P a r t i a l l y  
c o r r e c t  
In c o r r e c t  
No response
Yes
No
No response
0 0 .0 0 0.0 0 0 .0 0 0 .0
2 12.5 2 13.3 0 0.0 4 8 .5
3 18.8 2 13.3 2 12.5 7 14.9
11 68.7 11 73.4 < 14 87.5 36 76.6
ri s io n commercial?
0 0 .0 1 6.7 2 12.5 3 6.4
2 12.5 0 0 .0 1 6.3 3 6 .4
4 25 .0 1 6.7 2 12.5 7 14.9
10 62.5 13 86.6 11 68.7 34 72.3
i r e f u s e  t o  l e t you watch c e r t a i n  programs?
8 50.0 5 33.3 4 25.0 18 ' 38 .3
3 18.8 6 40 .0 10 62.5 21 44 .7
5 31.2 4 26.7 2 12.5 i 8 17.0
14a. What kind?
1 5 .
Horror 0 0 .0 2 13.3 0 0 .0 2 4 .3
V io len t 2 12.5 0 0 .0 2 12.5 4 8.5
Sex 0 0 .0 0 0 .0 1 6 .3 1 2 .1
A fte r  bedtime 2 12.5 0 0 .0 0 0 .0 2 4 .3
Can watch 
anyth ing 0 0 .0 3 20.0 2 12.5 5 10.6
No response  
(Don’t  know) 12 75.0 10 66.7 11 68.7 33 70.2
Which of th e  foods we gave you today a re  good f o r you?
Cheese 1 ' 6 .3 2 13.1 1 6 .3 4 8.5
C ar ro ts 0 0 .0 1 6.7 3 18.8 4 8 .5
Grapes 4- 25 .0 6 40 .0 1 6.3 11 23.4
Apples 0 0 .0 1 6.7 0 0 .0 1 2 .1
Milk 1 6 .3 0 0 .0 2 12.5 3 6.4
Orange J u ic e 0 0 .0 0 0 .0 0 0 .0 0 0 .0
Hershey 4 25.0 1 6.7 1 6 .3 6 12.8
F r i t o s 0 0 .0 1 6.7 1 6.3 2 4 .3
Chips Ahoy 0 0 .0 0 0 .0 0 0.0 0 0 .0
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Group I Group I I Group I I I
A ll Groups 
Combined
No. P e rcen t No. P ercen t No. P e rcen t No. Percer
Honeycombs 1 6 .3 0 0 .0 3 18.5 4 8.5
Cola 0 0 .0 0 0.0 0 0 .0 1 2.1
Kool-Aid 0 0 .0 0 •6.7 0 0.0 1 2 .1
A ll  o f  them 5 31.1 1 6.7' 0 25.0 10 21.3
No response 0 0 .0 1 ' 6.7 0 0 .0 0 0.0
Second Response
Cheese 2 12.5 1 6.7 2 12.5 5 10.6
C ar ro ts 3 18.3 7 46.5 0 0 .0 10 . 21.3
Grapes 0 0 .0 0 0 .0 0 0 .0 0 0 .0
Apples 0 0 .0 1 6.7 2 12.5 3 6.4
Milk 1 6 .3 1 6.7 0 0 .0 2 4 .3
Orange J u ic e 0 0 .0 0 0 .0 1 6.2 1 2 .1
Hershey 0 0 .0 1 6 .7 2 12.5 3 6.4
F r i to s 2 12.5 0 0 .0 0 0 .0 2 4 .3
Chips Ahoy 0 0 .0 1 6.7 0 0 .0 1 2 .1
Honeycombs 1 6 .3 0 0 .0 0 0 .0 1 2.1
Cola 0 0 .0 0 0 .0 0 0 .0 0 0 .0
Kool-Aid 0 0 .0 0 0 .0 1 6 .3 1 2.1
A ll of them 0 0 .0 0 0 .0 0 0 .0 0 0 .0
No response 7 44.1 3 20.0 8 50.0 18 30.3
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Appendix J 
RATING INSTRUCTIONS 
CHILDREN AND TELEVISION EXPERIMENTAL CONDITIONS
P lease  view th e  t h r e e  ex p e r im en ta l  v id e o ta p e s ,  approx im ate ly  12 m inutes
each . Each segment c o n s i s t s  of a p ie c e  o f  program f i l l e r  (c a r to o n s  from Satu rday
morning, i d e n t i c a l  in  th e  th r e e  c o n d i t io n s )  w ith  s i x  commercial i n s e r t i o n s  
( th r e e  com m ercials , shown tw ic e )  which a d v e r t i s e  e i t h e r  lo w - n u t r i t io n  fo o d s ,  
h i g h - n u t r i t i o n  fo o d s ,  or to y s .  Look a t  each commercial and im m ediately  a f t e r  
each , r a t e  i t  on th e  fo l lo w in g  dim ensions:
1. V isua l I n t e r e s t  (O p e ra t io n a l  d e f i n i t i o n :  The e x te n t  t o  which th e  commercial
commands v i s u a l  i n t e r e s t ,  w i th ,  f o r  in s ta n c e ,  movement, m u l t ip le  p roduct
e n d o rs e rs ,  im a g in a t iv e  ca r to o n  r e p r e s e n t a t i o n ,  e t c . )
1 2  3 4 5. 6 7
Low I n t e r e s t  High I n t e r e s t
2. A uditory  I n t e r e s t  (The e x te n t  to  which th e  commercial commands a u d i to ry  ■
i n t e r e s t , • w ith ,  f o r  in s t a n c e ,  c a tch y  music o r  j i n g l e s ,  changing v o ic e s ,  e t c . )
1 2 3 4 5 6 7
Low I n t e r e s t  High I n t e r e s t
3. Product Appeal (The e x te n t  to  which th e  p roduc t a d v e r t i s e d  commands i n t e r e s t  
and i s  a p p e a l in g . )
1 2 3 4 5 ' 6  7
Low Appeal High Appeal
4. T ech n ica l  Q u a l i ty  (The degree o f  t e c h n i c a l  s o p h i s t i c a t i o n  o f  th e  com m ercial. 
This  in v o lv e s  an e v a lu a t io n  o f  v i s u a l  and a u d i to ry  te ch n iq u es  as w e l l  as th e  
G e s ta l t  o f  th e  com m ercia l.)
1 2 3 4 5 6 7
Low Q u a l i ty  High Q u a l i ty
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APPENDIX K - l
E v a lu a t io n  o f  Q u a l i ty  o f  Commercials: 
Means, S tan d a rd  D e v ia t io n s ,  and 
Analyses o f  V ariance  o f  Judges R atings
Means &.S tandard  D ev ia t io n s
L ow -N utrition  P r o - N u t r i t io n  Toys
X S'«d . X s »d • X s • d •
V isua l
I n t e r e s t  5 .3 *  .82 A.4 1.26 4 .1  .74
A uditory
I n t e r e s t  5 .5 *  .71 4 .4  1 .34 4 .5  .71
Product
Appeal 4 .9**  .88 " 4 . 3  1 .06 4 .8  .63
T e c h n ic a l '
Q u a l i ty  5 .3*  1.06 4 .2  1 .03 4 .1  1.10
* mean r a t i n g  s i g n i f i c a n t l y  g r e a t e r  than  f o r  p r o - n u t r i t i o n a l  o r  to y  
a d v e r t i s in g  c o n d i t io n ,  p < ! .0 5 .
** mean r a t i n g  s i g n i f i c a n t l y  g r e a t e r  than  f o r  p r o - n u t r i t i o n a l  a d v e r t i s in g  
c o n d i t io n ,  p < . 0 5 .
Analyses o f  V ariance
Source SS MS . df F ,
V isual Between 7.80 3 .90 2 4.14*
I n t e r e s t Within 25.40 .94 27 ,
A uditory Between 7.40 3.70 2 1 .80
I n t e r e s t Within 55.40 2.05 27
Product Between 2 .10 1.05 2 1.37
Appeal W ithin 20.60 .76 27
T ech n ica l Between 8.87 4.44 2 3.92*
Q u a l i ty W ithin 30.60 1.13 27
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APPENDIX K-2
E v a lu a t io n  o f  Q u a l i ty  o f  A d v e r t is in g  
in  E xperim en ta l  C ond itions  
Raw Scores
. s
Judges Low-N Pro-N
V isu a l  1 5 A
I n t e r e s t  2 6 5
3 6 A
A 6 6
5 A 3
6 5 3
7 5 6
8 6 3
9 6 A
10 A 6
A udito ry  1 6 3
I n t e r e s t  2 6 6
3 6 5
A 6 5
5 ' 5 3
6 5 A
7 5 5
8 6 2
9 6 5
10 A 6
Product 1 5 3
Appeal 2 5 6
3 7 3
A A A
5 5 A
6 5 A
7 5 '"5
8 5 A
9 A A
10 A 6
T e c h n ica l  1 5 A
Q u a l i ty  2 6 5
3 7 A
A A 3
5 6 A
6 6 3
7 6 5
8 A 3
9 .5  5
10 A 6
Toys
A
A
A
5
3
5
A
3
A
5
A
A
A
5
3
5
5
5
5
5
A
5
5
5 
A
6 
A 
5 
5 
5
3 
A 
3 
' 5 
3 
5 
3 
A
5
6
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P epsi
F r i t o s
"L ig h t"
Corn
Chips
Hershey
C hocolate
Bars
APPENDIX L
Verbatim T r a n s c r ip t  o f  A dvertisem ents  Used
Scene: C h ild ren  ages 9 th rough  11 p lay in g  s o f t b a l l ,  w ith  
uniforms t h a t  say " P e p s i" .  Coaches a re  d r in k in g  P ep s i in  
c an s .  The team appears  to  win. Scene ends c e le b r a t in g  
v i c t o r y ,  lau g h in g ,  e a t in g  hamburgers and d r in k in g  P e p s i .  
People in  th e  ad a re  o f  a l l  r a c e s ;  t h e r e  a re  g i r l s  and boys, 
a d u l t s  and c h i ld r e n .
i
With th e  above v i s u a l  e v e n ts ,  th e  P eps i song i s  heard:
"Come on!
Come on, come on and ta k e  th e  P ep s i  way
Come on, come on and have a P epsi day
You've found a t a s t e  t o  c e le b r a te  
The P e p s i 's  c o ld ,  th e  food i s  g r e a t  
Come on, come on and have a P eps i day
J o in  th e  P epsi G enera tion
Have a P eps i day 
Come on!"
A b londe , 16-17 y ear  o ld  couple  (boy and g i r l )  a re  on a beach 
w ith  a p ic n ic  lunch  and a bag o f  F r i t o s  " L ig h ts " ;  th e n  scene 
sw itches  to  an o ld e r  couple  ( 3 0 ' s )  in  a s p o r t s  c a r  s topped  a t  an 
i n t e r s e c t i o n .  The woman i s  ho ld ing  and e a t in g  a bag o f  F r i t o s  
"L ig h ts "  and th e  F r i t o s  a re  f l o a t i n g  upward to  a t r u c k  d r iv e r  
parked b e s id e  them.
Music i s  hummed in  th e  background and an announcer says:
" F r i t o s  a rem arkab ly  l i g h t - t a s t i n g  corn ch ip
New F r i t o s  " L ig h ts "
25 p e rc en t  t h i n n e r ,  w ith  a n ic e  l i g h t  t a s t e  
F r i t o s  "L ig h ts "
Whole g ra in  corn 
and n£ p r e s e r v a t iv e s
New F r i to s*  brand " L ig h t s " . . . . n a t u r a l  s t y l e  corn  c h ip s . "
Scene: A group o f 10 or 11 year o ld s  run  down a school ha llw ay
around t h e i r  coach, who i s  e a t in g  a Hershey b a r ;  th e n  scene 
sw itches  to  a 12 or 13 y ear  o ld  E n g l ish  g i r l  w alk ing  down 
schoolhouse s t e p s ,  ho ld ing  a Hershey bar and sm il in g .  Th is  
occurs  to  th e  fo l lo w in g  song:
I l l
Grapes
Milk
Cheese
"Hershey i s . . . . t h e  t a s t e  o f  chocolate ' t h a t ' s  always l o t s  o f  fun 
Hershey i s . . . . t h e  name f o r  c h o co la te  t h a t ' s  known to  everyone 
Even i f  you c ro ss  th e  wide world o v e r ,  i t  r e a l l y  d o e s n ' t  m a t te r  
where you a re  
Y ou 're  a t  home cause
Hershey i s . . . . t h e  g r e a t  American ch o co la te  bar 
Hershey i s ! "
(Music in  background)
On th e  s c re e n ,  a homely l i t t l e  8 o r  9 y ea r  o ld  g i r l  w ith  g la s s e s  
and b ra c e s ,  chews gum ,-holding package.
Announcer says :  "That grape gum has su g a r ,  a r t i f i c i a l  c o lo r s ,
and a r t i f i c i a l  f l a v o r i n g . "
Scene sw itches  t o  a besp ec led  boy o f  app rox im ate ly  14, look ing  
a t  a grape candy b a r .
Announcer says :  "That g rape  candy has su g a r ,  p r e s e r v a t iv e s ,  and
a r t i f i c i a l  f l a v o r i n g . "
Scene shows a chubby boy (ap p ro x im a te ly  10) i n  a l e a t h e r  ja c k e t  
w ith  a b o t t l e  o f  soda.
Announcer says :  "That grape soda has su g a r ,  a r t i f i c i a l  c o lo r s ,
p r e s e r v a t i v e s ,  and a r t i f i c i a l  f l a v o r in g .  There i s  on ly  one 
n a tu r a l  grape sn a c k ."
Scene shows a p r e t t y  6 or 7 year o ld  g i r l ,  w ith  c u r l s  and p a r ty - ty p e  
d r e s s .  She i s  sm iling  sw ee tly  and h o ld in g  a g rap e ,  which she pops 
in to  her mouth.
Announcer say s :  "G rap es . I f  you want to  t a s t e  a g rap e ,  e a t  a
g rap e .  G rapes , th e  n a t u r a l  sn a c k ."
Scene: Cartoon c h a r a c t e r i z a t i o n  o f  a w h i te -h a i r e d  "mad" s c i e n t i s t
in  a l a b o ra to ry  w ith  a hunched-backed a s s i s t a n t .
A s s is ta n t  says: "M aster , t e l l  me th e  s e c r e t ,  how do you b u i ld
a h e a l th y  body?"
S c i e n t i s t  says :  "There i s  no s e c r e t  to  b u i ld in g  a  h e a l th y  body,
Ig o r ,  but you must assemble th e  r i g h t  in g r e d i e n t s .  Something 
from th e  m ilk  group ( shown)j something from th e  meat group 
(shown); v e g e ta b le s  and f r u i t s  (shown); b read s  and c e r e a l s  (shown), 
To b u i ld  a h e a l th y  body, Ig o r ,  e a t  from each o f th e  fo u r  food
groups every  day, and do i t  m o d e ra te ly ,  I g o r . "
Scene: A male "cowboy" ca r to o n  c h a r a c te r  r i d e s  in  on a h o rs e ,
g e ts  o f f  and h a l f  s in g s ,  h a l f  says (w hile  keep ing  tim e and 
dancing):
"Oh, howdy p a rd n e r ,  tim e f o r  T im e r . . .
Do you ever g e t  t h a t  hungry f e e l in g  a f t e r  school? Boy, I do. 
I 'm  so hungry, I cou ld  e a t  a wagon wheel.
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Close
and
Play-
Record
P lay e r
Leggo
B uild ing
Set
When I 'm  slow on th e  draw and I  need something to  chaw,
I  hanker f o r  a hunk o f cheese..
When my te n  g a l lo n  h a t ' s  a f e e l i n  f i v e  g a l lo n s  f l a t ,
I  got something p lanned  which i s  l i t t l e  cheese  sandw iches. 
Come on!
Cheese i s  a g re a t  l i t t l e  snack to  t i d e  you o v e r ’t i l l  d in n e r .  
I f  you want something d e l i c io u s  and n u t r i t i o u s ,  cheese i s  a 
super snack . L o o k . . . . a  wagon wheel ( r o l l i n g  a cheese and 
c ra ck e r  sandwich)
When my ge t up and go has got up and went,
I han k er  f o r  a hunk o f  cheese .
When I 'm  dancing a hoedown and my boo ts  k inda  slow down, 
o r any tim e I ’m weak in  th e  knees ,
I  hanker fo r  a hunk o f ,  a s la b  or s l i c e  or chunk o f ,  
a snack t h a t  i s  a winner and y e t  w on 't  s p o i l  my 
d in n e r .  I 'h a n k e r  f o r  a hunk o f ch eese .
Yahoo!"
Scene: 3 to  6 y e a r - o ld  c h i ld r e n  a re  seen p la y in g  in  a l a rg e  room.
One c h i ld  p u ts  a re c o rd  on th e  re c o rd  p la y e r .  The o th e r s  run
over to  jo in  him. They th e n  dance in  a c i r c l e  t o  th e  m usic.
(C h ild ren  laugh ing  and music)
Male announcer: " I t ' s  K enner 's  new e l e c t r o n i c  Close and P lay
Phonograph .. . .now w ith  s o l id  s t a t e  ^ound 
( B a t t e r i e s  not in c lu d e d ) . "
C h ild ren  s in g in g :  " I  . l ik e  Close and P l a y . . . . I t  works in  an
easy way. To make i t  p la y ,  c lo se  th e  to p ,  l i f t  i t  up 
to  make i t  s t o p . "
One c h i ld  says :  "Let me p la y  th e  Close and P la y ."
Announcer: "K enner 's  new e l e c t r o n i c  Close and P lay  phonograph!
(45 r .p .m .  re c o rd s  no t in c lu d e d . ) "
Scene: Two boys, app rox im ate ly  6 y e a r s  o f  age , a re  shown c lo se
up, p lay in g  and b u i ld in g  something w ith  th e  Leggo b u i ld in g  b lo c k s .
Male announcer says :  "Here i t  comes, Leggo B u ild in g  Set 4 00 ."
Kids say: "Wow"
Male s in g e r ,  s in g s :  "With deep-grove t i r e s ,  snap on wheels
and a h e l i c o p te r  t a i l p i n . . .
B ricks and b r ic k s  so you can b u i ld  and b u i ld  and you 
can make t h a t  r o t o r  s p in .
You can b u i ld  y o u r s e l f  a f o r k l i f t ,  and use a cranehook 
f o r  a tow.
They came up w ith  a g re a t  i d e a . . . a n d  b u i l t  i t  w ith  Leggo!"
Male announcer: "Leggo B u ild ing  Set 400, w ith  many d i f f e r e n t
kinds  o f  p ie c e s  and hundreds o f  b r ic k s  f o r  b u i ld in g .
From Leggo!"
Spectograph Scene: A boy and a g i r l ,  about age 7, a re  shown us ing  th e
Drawing Spec tograph  Drawing S e t and d em onstra t ing  t h e i r  p i c t u r e s .
Set
Male Announcer: "K enner 's  new S p ec to g rap h ."
C h ild ren  s in g in g :  "Three d i f f e r e n t  c o lo r  pens a l l  drawing a t
once, make th r e e  v e ry  d i f f e r e n t  d e s ig n s !"
Male announcer: "You can make hundreds o f c o l o r f u l  d r a w in g s . . .
C h ild ren  s in g in g :  "Three d i f f e r e n t  c o lo r  p ens , a l l  drawing a t
once, make th re e  v e ry  d i f f e r e n t  d e s ig n s .  Three d i f f e r e n t  
color, p en s ,  a l l  drawing a t  once, make t h r e e 1'v e r y  d i f f e r e n t  
d e s ig n s ."
Male announcer: " S p e c to g ra p h . . . .new from K enner."
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March 23, 1979
M issou la  Head S t a r t  D ire c to r  
Board o f  D ire c to rs  
P o l ic y  Council 
Teaching S t a f f  
140 South  6 East 
M issou la , Mt. 59801
Dear Head S t a r t  People!
We wish to  acknowledge and fo rm a lly  thank  you aga in  f o r  a llow ing  us 
to  work w ith  four and f i v e  y e a r  o ld s  in  th e  Head S t a r t  program to  
s tudy  th e  e f f e c t s  o f  t e l e v i s i o n  a d v e r t i s i n g  on food p r e fe re n c e .  At 
t im es  our p resence  made th in g s  more com plica ted  f o r  th e  te a c h e r s  and 
we a p p re c ia te d  t h e i r  w i l l in g n e s s  t o  a s s i s t  u s .  The open, h e l p f u l  
a t t i t u d e  o f  th e  e n t i r e  Head S t a r t  o r g a n iz a t io n ,  in  f a c t ,  made t h i s  
r e s e a r c h  p r o je c t  p o s s ib l e .
The r e s u l t s  took  c o n s id e ra b ly  lo n g e r  th a n  expec ted  t o  analyze  and 
w r i t e .  We a re  j u s t  com pleting our f i n a l  r e p o r t s  and have in c lu d ed  an 
a b s t r a c t  o f  th e  r e s u l t s .  I f  you would l i k e  a d d i t i o n a l  in fo rm a t io n ,  
p le a s e  c o n tac t  e i t h e r  o f  u s ,  and we w i l l  be happy to  answer any o f  your 
q u e s t io n s .  We th in k  t h i s  t o p i c  i s  o f  concern  to  p a re n ts  and te a c h e r s  
a l i k e  and hope t h a t  our co n t in u in g  r e s e a r c h  a t  th e  U n iv e rs i ty  o f  Montana 
w i l l  p rov ide  s c i e n t i f i c  ev idence  f o r  p u b l i c .p o l i c y  d e c is io n s  on a d v e r t i s i n g  
f o r  c h i ld r e n .
Thanks ag a in  f o r  your support and a s s i s t a n c e .
S in c e re ly ,
D. B alfou r  J e f f r e y  
A s s i s ta n t  P ro fe s s o r
M  VjLua uXfej/
Nancy Lemnitzer 
G raduate  A s s is ta n t
DBJ/cr
E nc l.
P .S .  P le a se  c i r c u l a t e  cop ies  to  a l l  a p p ro p r ia te  p eo p le .
THE EFFECTS OF LOW NUTRITIONAL, PRO NUTRITIONAL, AND NON FOOD 
COMMERCIALS ON THE EATING BEHAVIOR OF CHILDREN
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Nancy L em nitzer , M. Joan Hess, J .  S c o t t  Hickey, 
J u l i a  S tro u d , and D, B a lfo u r  J e f f r e y  
U n iv e r s i ty  o f  Montana
Summary
C h i ld r e n 's  t e l e v i s i o n  has r e c e n t l y  come under f i r e  f o r  th e  a d v e r t i s e ­
ment o f  foods h igh  in  sugar and low in  n u t r i t i o n ,  C r i t i c s  sugges t  such 
a d v e r t i s in g  i s  a major source o f  in f lu e n c e  o f  d i e t a r y  h a b i t s  Which c o n t r ib u te s  
t o  o b e s i t y ,  d e n ta l  c a r e s ,  and many r e l a t e d  problem s. However, c a u s a l  
ev idence  to  support th e s e  a s s e r t i o n s  i s  s c a n t .  Much o f  th e  e x i s t i n g  r e s e a r c h  
i s  c o r r e l a t i o n a l  or r e l i e s  on q u e s t io n n a i r e  d a ta ,  w ith  th e  obvious com pli­
c a t i o n s  of s e l f - r e p o r t .  L i t t l e  has y e t  been g a rn e red  on th e  e x te n t  to  which 
commercials a f f e c t  a c tu a l  b e h a v io r .  Also t h e r e  i s  l i t t l e  r e s e a r c h  as ye t  
on th e  e f f e c t s  o f  p r o - n u t r i t i o n a l  a d v e r t i s i n g .  The purpose o f  t h i s  s tudy  
was t o  p rov ide  e x p e r im en ta l  d a ta  on th e  r o l e  o f  c h i l d r e n ' s  t e l e v i s i o n  a d v e r­
t i s i n g  in  food consum ption, to  p ro v id e  b e h a v io r a l  as w e ll  as s e l f - r e p o r t  
measures o f  ex p e r im en ta l  e f f e c t s ,  and, in  a d d i t i o n ,  to  look  a t  th e  e f f e c t  o f  
p r o - n u t r i t i o n a l  a d v e r t i s i n g .
Methods
C h ild ren  ages fo u r  and f iv e  from p re sch o o l  programs in  M issou la , Montana 
were randomly a ss ig n e d  to  one o f t h r e e  t r e a tm e n t  g roups . They were su b je c te d  
t o  a 12-minute segment o f  t y p i c a l  S a tu rd ay  morning t e l e v i s i o n  programming 
which was e d i te d  to  c o n ta in  s i x  com m ercials , v a r ie d  f o r  th e  t h r e e  ex p er im en ta l  
c o n d i t io n s .  Group 1 saw s ix  commercials f o r  lo w - n u t r i t i o n ,  h i g h - c a l o r i c  fo o d s ,  
Group I I  saw s ix  commercials f o r  p r o - n u t r i t i o n a l  fo o d s ,  and Group I I I  saw s ix  
commercials f o r  to y s .  Dependent measures c o n s i s te d  o f  a b e h a v io ra l  t a s t e  t e s t — 
a t r a y  w ith  e q u a l - s iz e d  p o r t i o n s  o f  low and p r o - n u t r i t i o n a l  foods and b ev e rag es— 
and an e v a lu a t iv e  L ik e r t - ty p e  s c a le  on which foods and beverages from the  
t a s t e  t e s t  cou ld  be r a t e d .  T a s te  t e s t  and food e v a lu a t iv e  s c a le  were admin­
i s t e r e d  one week p r i o r  t o ,  and im m ediate ly  fo l lo w in g ,  th e  ex p er im en ta l  
m a n ip u la t io n .
' R e s u l t s  and D iscuss ion
To beg in  w ith ,  th e  s tu d y  found c o n s id e ra b le  v a r i a b i l i t y  in  food p re fe re n c e s  
and " e a t in g  s t y l e s "  between c h i ld r e n  t h a t  su g g es ts  m ethodo log ica l  re f in e m e n ts  
f o r  our c o n t in u in g  r e s e a rc h  in  t h i s  a r e a .
Data from th e  s tudy  in d ic a te d  a s i g n i f i c a n t  in c re a s e  in  t o t a l  c a l o r i e s  
consumed and in  amounts o f  a d v e r t i s e d  foods consumed from p r e - t e s t  to  p o s t ­
t e s t  fo r  c h i ld r e n  who viewed lo w - n u t r i t i o n a l  com m ercials . However, s i g n i f i c a n t
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d i f f e r e n c e s  in  o v e r a l l  consumption between groups were not found. I t  was 
h y p o th es ized  th a t  t h i s  was due to  th e  su b je c t  v a r i a b i l i t y  m entioned.
The s tudy  a ls o  showed low c o r r e l a t i o n s  between t h e i r  a t t i t u d e s  and t h e i r  
a c tu a l  e a t in g  behav io r  on th e  t a s t e  t e s t .
T h is  s tudy  would appear to  p rov ide  p re l im in a ry  in d ic a t io n s  t h a t  low- 
n u t r i t i o n a l  a d v e r t i s in g  a f f e c t s  c h i l d r e n 's  food consum ption. This  c o n c lu s io n  
i s  c a u t io u s  because o f  th e  d a ta  and c a l l s  f o r  co n t in u in g  r e s e a r c h .  The s tudy  
a l s o  p ro v id e s  support  f o r  c r i t i c s  of e x i s t i n g  c h i l d r e n 's  t e l e v i s i o n  re s e a rc h  
which r e l i e s  s o l e l y  on q u e s t i o n n a i r e s ,  su g g es t in g  t h a t  c h i l d r e n ’ s exp ressed  
a t t i t u d e s  about food a re  i n c o n s i s t e n t  and show a low c o r r e l a t i o n  w ith  a c tu a l  
e a t in g  b e h av io r .
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Dear P a re n ts t
Last school y e a r  you gave your pe rm iss ion  fo r  your c h i ld  to  p a r t i c i p a t e  in  a 
U n iv e r s i ty  o f  Montana Psychology Department s tudy  on th e  e f f e c t s  of t e l e v i s i o n  
a d v e r t i s i n g  on food p r e f e r e n c e s ,  and your c h i ld  su b seq u en tly  came t o  our 
ex p er im en ta l  t r a i l e r  and he lped  us w ith  our s tu d y .
I t  has tak en  us q u i t e  some tim e t o  s t a t i s t i c a l l y  analyze  and th in k  about our 
r e s u l t s ,  but t h a t  p ro c e ss  i s  now com plete . We a re  about t o  submit our f in d in g s  
f o r  p u b l i c a t io n  and we a re  p le a se d  to  r e p o r t  them to  you and t o  thank  you fo r  
p e rm i t t in g  your c h i ld  to  p a r t i c i p a t e  in  t h i s  s tu d y . To beg in  w ith ,  we found 
t h a t  c h i ld r e n  va ry  c o n s id e ra b ly  in  th e  amounts they  e a t  and th e  ty p es  o f  food 
th e y  choose. Secondly , we found t h a t  what th e y  say th e y  l i k e  t o  e a t  (on 
food q u e s t i o n n a i r e s )  i s  no t n e c e s s a r i l y  what th e y  a c tu a l ly  e a t .  I n d ic a t io n s  
o f  th e  in f lu e n c e  o f  l o w - n u t r i t io n  a d v e r t i s i n g  were not as s t ro n g  as we had 
p re d ic te d ?  however, we did  f in d  p re l im in a ry  ev idence t h a t  c h i ld r e n  in c re a s e  
t h e i r  c a l o r i c  consumption a f t e r  such a d v e r t i s i n g .  The r e s u l t s  a l s o  p o in t  
toward th e  in e f f e c t i v e n e s s  o f  th e  type  o f  p r o - n u t r i t i o n a l  a d v e r t i s i n g  c u r r e n t ly  
a v a i l a b l e .  C h ild ren  who saw a d v e r t i s in g  f o r  g ra p e s ,  ch eese ,  or m ilk  d id  not 
appear to  in c re a s e  t h e i r  consumption o f  th e s e  foods.
This  s tudy  i s  one in  a s e r i e s  o f  s ix  in te r lo c k in g  s tu d ie s  which w i l l  look  a t  
t h e  e f f e c t s  o f  t e l e v i s i o n  food a d v e r t i s in g  on c h i l d r e n 's  food p r e f e r e n c e s .
I t s  r e s u l t s  are  as y e t  p re l im in a ry  and c a l l  f o r  co n tin u in g  e f f o r t s  t o  c o l l e c t  
th e  d a ta  which w i l l  c l a r i f y  th e s e  r e l a t i o n s h i p s  and p ro v id e  s c i e n t i f i c  ev idence 
f o r  p u b l ic  p o l ic y  makers.
Thank you again  f o r  p e rm it t in g  your c h i ld  to  p a r t i c i p a t e  in  t h i s  s tu d y .
S in c e r e ly ,
D. B a lfou r  J e f f r e y ,  Ph.D. 
A s s i s ta n t  P ro fe s s o r
OUXULlz' ^  ^  
cy B. LemnitzerNan
R esearch  A s s is ta n t
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APPENDIX N
I.E .A .M . RESEARCH PROGRAM -  CODING SHEETS
Data
1 Card number ( 1 , 2 , 3 , . . . ,n )  Card 0
2 Number o f  s tudy  ( 1 ,2 )
3 Number o f  group ( 1 ,2 ,3 ,4 )
4-5 ID number w i th in  a group
6-9 Blank
10-12 Sex o f  s u b je c t  Male=001, Female=002
13-15 ‘SES
16-18 Age ( i n  y e a r s  and t e n th s  -  see nex t page f o r  co n v ers io n )
19-21 Height in  in ch es
22-24 Weight in  pounds
25-30 Date o f  p r e - t e s t
31-34 Time o f  p r e - t e s t
41-44 Time o f  p o s t - t e s t
45-47 Cheese
48-50 C arro ts
51-53 ' Grapes
54-56 Apples
57-59 Milk
60-62 Orange J u ic e
63-65 Hershey
66-68 F r i t o s
69-71 Chips Ahoy
72-74 Honeycombs
75-77 Cola
78-80 Kool-Aid
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Column Data
1 Card number C
2 Number o f  s tudy
3 Number o f  group
4-5 ID number w i th in
6-9 Blank
10-12 Cheese
13-15 C a r ro ts
16-18 Grapes
19-21 Apples
22-24 Hershey
25-27 F r i to s
28-30 Chips Ahoy
31-33 Honeycombs
34-36 Cheese
37-39 C a r ro ts
40-42 Grapes
43-45 Apples
46-48 Milk
49-51 Orange J u ic e
52-54 Hershey
55-57 F r i t o s
58-60 Chips Ahoy
61-63 Honeycombs
64-66 Cola
67-69 Kool-Aid
70-72 Cheese
73-75 C a r ro ts
76-78 Grapes
J
ard 1
P r e - t a s t e  —
P r e - t a s t e
P o s t - t a s t e
-  p ie c e s
-  c a l o r i e s
— g ram s/m ls .
Column D ata
1 Card number Card 2
2 Number o f  s tudy
3 Number of group
4-5 ID number
6-9 Blank
10-12 Apples
13-15 Milk
16-18 Orange Ju ic e
19-21 Hershey
22-24 F r i t o s
25-27 Chips Ahoy
28-30 Honeycombs
31-33 Cola
34-36 Kool-Aid
3 1 -3 9  Cheese
40-42 C a r ro ts
43-45 Grapes
46-48 Apples
49-51 Hershey
52-54 F r i t o s
55-57 Chips Ahoy
58-60 Honeycombs
61-63 Cheese
64-66 C a r ro ts
67-69 Grapes
70-72  ̂ Apples
73-75 Milk
76-78_____ Orange Ju ic e
P o s t - t a s t e  -
P o s t - t a s t e  -
-  g ram s/m ls.
-  p ie c e s
— c a l o r i e s
Column Data
1 Card number C
2 Number o f  s tudy
3 Number o f  group
4-5 ID number
6-9 Blank
10-12 Hershey
13-15 F r i t o s
16-18 Chips Ahoy
• j
19-21 Honeycombs
22-24 Cola
25-27 Kool-Aid
28-30 Cheese
31-33 C arro ts
34-36 Grapes
37-39 Apples
40-41 Milk
43-45 Orange J u ic e
46-48 Hershey
49-51 F r i t o s
52-54 Chips Ahoy
55-57 Honeycombs
58-60 Cola
61-63 Kool-Aid
64-66 Cheese
67-69 C arro ts
70-72 Grapes
73-75 Apples
76-78 Hershev
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P o s t - t a s t e  ----  c a l o r i e s
D if fe re n c e  P r e - P o s t - t a s t e  ----  grams/mls,
D if fe re n c e  P r e - P o s t - t a s t e  -----  p ie c e s
Column Data
1 Card number C
2 Number of s tudy
3 Number o f  group
4-5 ID number
6-9 Blank
10-12 F r i t o s
13-15 Chips Ahoy
16-18 Honeycombs
19-21 Cheese
22-24 C a r ro ts
25-27 Grapes
28-30 Apples
31-33 Milk'
34-36 Orange J u ic e
37-39 Hershey
40-42 F r i t o s
43-45 Chips Ahoy
46-48 Honeycombs
49-51 Cola
52-54 Kool-Aid
55-57 Cheese
58-60 C arro ts
61-63 Grapes
64-66 Apples
67-69 Milk
70-72 Orange J u ic e
73-75 Hershey
76-78 F r i t o s
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D iffe re n c e  P r e - P o s t - t a s t e  ----  p ie c e s
D if fe re n c e  P r e - P o s t - t a s t e  ----  c a l o r i e s
P re - fo o d  p re fe re n c e  ( s c a le  1 -6 )
Column Data
1 Card number C<
2 Number o f  s tudy
3 Number o f  group
4-5 ID number
6-9 Blank
10-12 Chips Ahoy
13-15 Honeycombs
16-18 Cola
19-21 Kool-Aid
22-24 Cheese
25-27 C a r ro ts
28-30 Grapes
31-33 Apples
34-36 Milk
37-39 Orange Ju ic e
40-42 Hershey
43-45 F r i t o s
46-48 Chips Ahoy
49-51 Honeycombs
52-54 Cola
55-57 Kool-Aid
58-60 Cheese
61-63 C a r ro ts
64-66 Grapes
67-69 Apples
70-72 Milk
73-75 Orange J u ic e
76-78 Hershey
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P re-fo o d  p re fe re n c e
P o s t- fo o d  p re fe re n c e  ,( s c a le  1 -6 )
D if fe re n c e  P re -P o s t - fo o d  p re fe re n c e  ( s c a l e  0-5! 
In c lu d e  s ig n  o f d i f f e r e n c e  s c o r e ,  e . g . ,  +01 
o r - . 0 3 .
Column D ata
1 Card number Card 6
2 Number o f  s tudy
3 Number o f  group
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4-5 ID number
6-9 Blank
10-12 F r i t o s
13-15 Chips Ahoy
16-18 Honeycombs D iffe re n c e  P re -P o s t - fo o d  p re fe re n c e  (S ca le
19-21 „ Cola
22-24 Kool-Aid
25-27 Q uestion  1 Yes-001 No-002
28-30 Q uestion  2 Yes-001 No-002
31-33 Q uestion  2a P re - t r e a tm e n t  in te rv ie w
34-36 Q uestion  2a
37-39 Q uestion  2a use only  i f  answer
to  Q uestion  2 i s  No -
40-42 Q uestion  2a see  code on back
43-45 Q uestion  2a
46-48 Q uestion  2a
49-51 Q uestion  4 Yes-001 No-002
52-54 Q uestion  4a
55-57 Q uestion  4a
58-60 Q uestion  4a use only  i f  answer
t o  Q uestion  4 i s  Yes -
61-63 Q uestion  4a See code on back
64-66 Q uestion  4a
67-69 Q uestion  4a
70-72 Q uestion  5
73-75 Q uestion  5 see  code on back fo r  c a te g o r ie s
76-78 Q uestion  5
Column D ata
1 Card number Card 7
2 Number o f  s tudy
3 Number o f group
4-5  ID number
6-9 Blank
10-12 Q uestion  5|
13-15 Q uestion  6
16-18 Q uestion  6
19-21 Q uestion  6
22-24 Q uestion  6
25-27 Q uestion  7a
28-30 Q uestion  7b
31-33 Q uestion  7c
34-36 Q uestion  8
37-39 Q uestion  9
40-42 Q uestion  9a
43-45 Q uestion  9a
46-48 Q uestion  9a
49-51 Q uestion  9a
52-54 Q uestion 10 B re ak fas t-0 0 1  Lunch-002 Supper--003 No re s p o n se 1
55-57 Q uestion 10a Yes-001 No-002 No re sponse-003
58-60 Q uestion 10b
61-63 Q uestion 10b See page 8 f o r  c a t e g o r i e s .
64-66 Q uestion 10b End o f  p r e ­
t r e a tm e n t  i n t e r v i
67-69 Q uestion 10b
P o s t - t r e a tm e n t  i n t e r v i i
70-72 Q uestion  1 from p r e - t . i .  Yes-001 N0-002 No response-003
73-75 Q uestion  10 from p r e - t . i .  B reak fas t-0 0 1  Lunch-002 Supper-003
No response-004
76-78 Q uestion  10a from p r e - t . i .  Yes-001 No-002 No resp o n se -0 0 3
See page 8 f o r  c a t e g o r i e s .
See page 8 f o r  c a t e g o r i e s .
Yes-001 No-002 Sometimes-003 No response-004
Yes-001 No-002 Sometimes-003 No response-004
Yes-001 No-002 Sometimes-003 No response-004
Yes-001 No-002 U ncerta in -003 No response-004
Yes-001 No-002 U ncerta in -003 No resp o n se -0 0 4 '
See page 8 f o r  c a te g o r ie s . '  (
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Q uestion  2a -  foods no t known and Q uestion  4a -  foods ea ten  a t  home
001 -  Cheese 007 -  Hershey
002 -  C a r ro ts  008 -  F r i t o s
003 -  Grapes 009 -  Chips Ahoy
004 -  Apples 010 -  Honeycombs
005 -  Milk 011 -  Cola, soda
006 -  Orange J u ic e  > 012 -  Kool-Aid
013 -  a l l  o f  them
014 -  No resp o n se
Q uestion  4 -  P o s t - t r e a tm e n t  in te rv ie w  
L o w -n u tr i t io n ,  h igh  c a l o r i e s  P r o - n u t r i t i o n
001 -  P eps i
002 -  F r i t o s  corn  ch ips
003 -  Hershey Bars
010
004 -  Grapes
005 -  Milk
006 -  Cheese
Non-food (Toys)
007 -  Close & P lay  Record
P lay e r
008 -  Leggo b u i ld in g
009 -  Spectograp'h draw s e t
Mentioned something no t a d v e r t i s e d  
in  th e  commercials 
011 -  Don’t  remember; no re sp o n se
Q uestion  5 -  C a teg o r ie s  o f  foods e a te n  a t  home and Q uestion  6 -  C a teg o r ie s
001
002
003
004
o f  f a v o r i t e  fo o d s ;  Also f o r  q u e s t io n s  9a and 10b.
meat
p o u l t r y
f i s h
v e g e ta b le s
005 -  f r u i t s
006 -  d a i ry  p ro d u c ts
007 -  b read  and c e r e a l s
008 -  junk  food s o l id s  ( e . g . ,  c h ip s ,  candy, e1
009 -  junk food l i q u i d s  ( e . g . ,  pop, k o o l - a id ,  (
010 -  n u t r i t i o n a l  d r in k s  ( e . g . ,  orange j u i c e )
011 -  ev e ry th in g
012 -  no resp o n se
013 -  Yes
sh
ee
t 
fo
r 
co
rr
ec
t 
is 
p
o
ss
ib
il
it
y 
of
de
fi
ni
ti
on
s 
re
ca
ll
in
g 
3 
co
m
m
er
ci
al
s
1
2
3
4-5
6-9
10-12
13-15
16-18
19-21
22-24
25-27
28-30
31-33
34-36
37-39
40-42
43-45
46-48
49-51
52-54
55-57
58-60
61-63
64-66
67-69
70-72
73-75
76-78
use on ly  i f  10a i s  y e s -  
c a te g o r ie s  on back o f  p . 7
Card number Card 8
Number o f  s tudy  
Number o f  group 
ID number 
Blank
Q uestion  10b from p r e - t . i .
Q uestion  10b from p r e - t . i .
Q uestion  10b from p r e - t . i .
Q uestion  10b from p r e - t . i .
Q uestion  2 Yes-001 No-002 No response-003
Q uestion  3 Yes-001 No-002 No response-003
Q uestion  4 
Q uestion  4 
Q uestion  4
Q uestion  6 Yes-001 No-002 No response-003
Q uestion  6a
Use on ly  i f  answer t o  6 i s  Yes
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See back f o r  code
CO
+j e 01 01 01 4-1 
- C  CO 
CO
CO '  
01 bO
^  aU -H n) j-c•u O4-> O 
( 0  CO
01 M
01 o 
cn C+-I
Very A ccurate-001 
A ccura te  -002 
M oderate ly  Acc-003 
In a c c u ra te -0 0 4  
Very I n a c c u r a te -  00 
No response/O K - 006
Q uestion  6a 
Q uestion  6a
Q uestion  8 Yes-001 No-002 No response-003
Q uestion  8a Yes-001 No-002 No re sponse -003
Q uestion  9 Yes-001 No-002 No response-003
Q uestion  10 Every day-001 E v .o th e r  day-002 2x/wk-003
lx /m o .-004  Never-005
Q uestion  11 C o r re c t ly  d e f in e d  bo th-001 Defined one or o th e r-0 0 2
D efined n e i t h e r  c o r r e c t ly -0 0 3  No r e s p o n s e /d o n ' t  know-1
Q uestion  12&12a Completely c o r re c t -0 0 1  P a r t i a l l y  c o r re c t -0 0 2  
In c o r re c t -0 0 3  No response-004
Q uestion  14 Yes-001 No-002 No response-003
Q uestion  14a H orror o r  sca ry -001  V io len t-002  Sex-003
A f te r  c e r t a i n  tim e-004 can watch any th ing-005  
No re sponse-006
Q uestion  15 
Q uestion  15 Code f o r  15 on nex t page
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Sc o rin g  System f o r  Q uestion  6a
Number of 
P o in t s  Mentioned
4-Very Accurate
3 -A ccurate
2-M oderately  A ccura te
1 - In a c c u ra te
O-Very In a c c u ra te
Very Accurate -  001
A ccura te  -  002
M oderately  A ccurate -  003
In a c c u ra te  -  004
Very In a c c u ra te  -  005
No resp o n se  -  006
1. K enner 's  Close and P lay  Record P layer
a .  Kids s t a r t  dancing around room as one pu ts  a 
r e c o rd  on.
b . Announcer d e s c r ib e s  th e  p la y e r  as having s o l id  
s t a t e  sound but b a t t e r i e s  a re  not in c lu d e d .
c .  Kids s t a r t  s in g in g  about how th ey  l i k e  th e  re c o rd  
p la y e r  and s t a r t  t o  use i t .
d .  Announcer comes back on to  l a b e l  i t  and t o  say 
re c o rd s  not in c lu d e d .
4-Very Accurate
3 -A ccurate
2-M oderately  A ccurate
1 - In a c c u ra te
0-Very In a c c u ra te
4-Very A ccurate
3 -A ccurate
2-M oderately  A ccura te
1 - I n a c c u r a te
0-Very In a c c u ra te
4-Very Accurate
3 -A ccurate
2-M oderately  A ccurate
1 - In a c c u ra te
0-Very In a c cu ra te
4-Very Accurate
3 -A ccurate
2-M oderately  Accurate
1 - I n a c c u r a te
0-Very In a c c u ra te
Leggo B uild ing  Se t
a . Two k id s  e n te r  th e  room c a r ry in g  th e  s e t .
b .  Announcer d e sc r ib e s  th e  s e t  as th e  "Leggo 400
b u i ld in g  s e t . "
c .  Kids hold up some of th e  p a r t s  ( e . g . ,  deep groove 
wheels and h e l i c o p t e r  r o t o r )
d. Kids show what can be b u i l t  ( e . g . ,  h e l i c o p t e r ,  
f o r k l i f t ,  c ranehook, o r i g i n a l  d e s ig n )
e . Announcer comes back on t o  say th e r e  a re  many k inds 
o f  p ie c e s  and hundreds o f  b r i c k s .
S pec tograph  Drawing Se t by Kenner
a .  A young g i r l  ho lds  up a d e s ig n  as th e  announcer 
s t a t e s  th a t  i t  was done w ith  th e  Spectograph 
from Kenner.
b . Kids s ing  about i t  having 3 d i f f e r e n t  c o lo r  p in s
which can be used to  make hundreds o f  d e s ig n s .
c .  Shows a d u l t s  and k id s  p la y in g  w ith  i t .
d. Announcer r e p e a t s  th e  name and m an u fac tu re r .
P eps i
a .  Shows a boy p la y in g  b a s e b a l l ;  he g e ts  a h i t  and 
then  he s l i d e s  i n to  home to  win th e  game.
b. Everyone s t a r t s  s in g in g  "Come on t a s t e  P e p s i ,  Have 
a Pepsi Day" as th e y  a re  g e t t i n g  in to  a bus .
c .  Next i t  shows everyone going i n t o  a r e s t a u r a n t  
and e a t in g  hamburgers
d. I t  l a b e l s  th e  audience as th e  "Pepsi G en era tio n "
and to  "Come on, have a P ep s i  day"
F r i t o s
a . A person  came on announcing new F r i t o  Brand L igh ts  
and shows a boy s i t t i n g  under a t r e e  e a t in g  them and 
th e  ch ip s  f l o a t  out o f  th e  bag to  a g i r l  up above
in  a t r e e  house.
b . Announcer s a id  th e y  a re  25% th in n e r-sh o w s l i f e g u a r d  
e a t in g  th e  ch ip s  which have f l o a t e d  out o f  g i r l ' s  bag 
below him.
c .  Next he s t a t e s  t h a t  th ey  a re  made from whole g r a in  cor 
and they  d o n ' t  have any p reserva tives-w om an  in  c a r  ho i
ch ip  and i t  showed th e  ch ips  f l o a t i n g  i n to  th e  a i r .
4-Very Accurate
3-A ccurate
2-M oderately  Accurate
1 - I n a c c u r a te
0-Very In a c c u ra te
6. Hershey Bar
a . Showed a group o f  young boys who had been p lay ing
f o o t b a l l  going in to  th e  lo ck e r  room c a r ry in g  t h e i r
and a Hershey Bar.
b . The announcer c a l l e d  th e  Hershey Bar th e  " g re a t  
American c h o co la te  b a r"  as a p la y e r  was e a t in g  one.
c .  Next th e  announcer s t a r t e d  s in g in g  a song about
how th e  Hershey bar was f o r  everyone around th e '  
co u n try  as i t  showed d i f f e r e n t  peop le  e a t in g  them 
( e . g . ,  a g i r l  r i d i n g  in  a hay wagon, a man r i d i n g  
in  a g o l f  c a r t ,  a g i r l  coming down th e  s te p s  o f a 
s c h o o l ) .
d . Commercial ended by showing 2 ba rs  and r e p e a t in g  
"Hersheys i s  th e  g r e a t  American c h o c o la te  b a r , "
4-Very A ccurate
3-A ccurate
2-M oderately  A ccurate
1 - In a c c u ra te
0-Very In a c c u ra te
7. Grapes
a .  I t  began w ith  a g i r l  s t a r t i n g  to  chew grape  gum 
and th en  an announcer s t a t e d  t h a t  i t  c o n ta in ed  
a r t i f i c i a l  f l a v o r in g  and c o lo r in g  and su g a r .
b . A boy s t a r t e d  to  e a t  grape candy and announcer 
s a id  i t  had s u g a r ,  a r t i f i c i a l  c o lo r in g  and f l a v o r ,  
and p r e s e r v a t i v e s .
c .  As a boy was d r in k in g  grape  soda, th e  announcer 
s a id  i t  had su g a r ,  a r t i f i c i a l  c o lo r in g  and f l a v o r ,  
and p re  s e rv a t  iv e  s .
d . Announcer s a id  i f  one wants a grape snack , e a t  a 
g rape  because i t ' s  th e  on ly  " n a t u r a l  g rape  snack" ; 
i t  showed g ra p e s .
8 . Milk
a .
4-Very A ccurate
3-A ccurate
2-M oderately  Accurate
1 - In a c c u ra te
0-Very In a c c u ra te
Egor asked th e  P ro fe s s o r  fo r  the  s e c r e t  o f  how to  
b u i ld  a h e a l th y  body.
b . The P ro fe s s o r  s a id  th e r e  w a sn 't  a s e c r e t  and a l l  
you needed was to  assemble th e  r i g h t  i n g r e d i e n t s .
c .  As th e  P ro fe s s o r  was l i s t i n g  the  r i g h t  i n g r e d ie n t s ,  
i t  showed sample foods from th e  m ilk  g ro u p , meat 
g ro u p , v e g e ta b le s  and f r u i t s , and b read  and c e r e a l s .
d. P r o fe s s o r  s a id  to  b u i ld  a h e a l th y  body one should  
ea t  from each o f  th e  4 groups every day but do i t  
m od era te ly .
9. Cheese
4-Very A ccurate
3-A ccurate
2-M oderately  A ccurate
1 - I n a c c u r a te  
0-Very. In a c c u ra te
a 0 A funny look ing  cowboy came on sh o o t in g  h i s  cane
and th en  he in tro d u ce d  h im s e l f .
b . He asked everyone i f  th e y  a re  hungry a f t e r  schoo l 
and he s a id  he i s  so hungry a t  t im es t h a t  he cou ld  
e a t  a wagon wheel.
c . .  The cowboy s a id  when h e ' s  hungry he wants a hunk o f 
c h eese ,  and he r a n  o f f  to  k i tc h e n  t o  g e t  some cheese  
because i t ' s  a d e l i c io u s  and n u t r i t i o u s  snack ,
d. So when energy i s  gone or g e t  up and go has  go t up 
and went he g e ts  some cheese because i t  w on 't  s p o i l  
h i s  d in n e r .
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D e f in i t io n s  f o r  Q uestions  11 and 12-12a -  P os t In te rv ie w
Q uestion  11 -  a program i s  supposed to  p rov ide  e n te r ta in m e n t ,  enjoyment or 
in fo rm a t io n  to  th e  v iew ers  and a commercial i s  an a ttem p t 
t o  pe rsuade  ,the  p u b l ic  t o  buy th e  p a r t i c u l a r  p roduct being  
a d v e r t i s e d .
Q uestion  12 -  a commercial i s  an ad v er t isem en t b ro a d c a s t  f o r  mass appea l
and f o r  p r o f i t ;  i t  i s  an a ttem pt t o  c a l l  th e  p e o p le 's  a t t e n t i o n  
t o  a m a n u fa c tu r e r 's  p roduct so as to  promote s a le s
Q uestion  12a- th e  purpose i s  t o  in f lu e n c e  th e  buying h a b i t s  o f  th e  p u b l ic j
i t  i s  designed  t o  persuade  p ro p le  t o  buy a p ro d u c t ;  commercials 
a l s o  enable  th e  TV networks to  sponsor o r  support  th e  programs.
Way to  e v a lu a te  S ' s  re sp o n se  to  12
001 -  Completely c o r r e c t  -  S_ s t a t e s  t h a t  a commercial i s  bo th
a way to  p re s e n t  a p roduc t t o  th e  p u b l ic  AND an 
a t tem p t to  ge t them to  buy t h a t  p ro d u c t .
002 -  P a r t i a l l y  c o r r e c t  -  S_ s t a t e s  t h a t  a commercial shows a
product t o  th e  v iew ers  OR t h a t  i t  t r i e s  t o  persuade  
them t o  buy th e  p ro d u c t .
003 -  S_ responds  but m entions NEITHER o f pu rposes  o f  a commercial.
004 -  No re sp o n se /D o n 't  know.
Column Data
1 Card number Card 9 1
2 Number o f  Study
3 Number o f  Group
4-5 ID numbei
6-9 Blank
10-12 Q uestion  15 Code f o r  15
13-15 Q uestion  15 Cheese- -001 Hershey candy-007
C a r ro ts  -002 F r i t o s  -008
16-18 Q uestion  15 Grapes -003 Chips Ahoy- -009
Apples -004 Honeycombs -010
19-21 Q uestion  15 Milk -005 Cola/Soda -011
Orange ju ic e -0 0 6 K ool-a id  -012
22-24 Q uestion  15 A ll  o f  them -  013
25-27 Q uestion  15 No resp o n se -  014
28-30 Q uestion  15
31-33 Q uestion  15
34-36 Q uestion  15
37-39 Q uestion  15
40-42 Q uestion  15
31
43-45
46-48
49-51
52-54
55-57
58-60
61-63
64-66
67-69
70-72
73-75
76-78
